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ADVERTISER'S WEEKLY 


MECHANISED 
SCREEN PRINTING 


FOR 


BRI 7871 (4 Lines) / 
DISPLAY CRAFT LTD 


88 ACRE LANE, LONDON, S.w2 


Scare Tactics ? 


Str,—The campaign for Brooke 
Bond Tea has been suggesting 
that household buyers should take 
their full tea ration and save 
what they can for future use 
From my personal experience | 
should have thought that tea was 
one of those commodities which 
most householders could do with 
more of anyway. They then go 
on to say that the 24 oz. ration 
may have to be reduced and that 
prices are expected to rise. Is this 
just scare tactics to encourage 
people to hoard (if they can), or 
is there some official backing for 
this rather startling announce- 
ment? In any case, it hardly 
seems an ethical line of approach 
or one that is likely to sell more 
Brooke Bond tea, 

D. J. MARRETT. 
Cecil D. Notley Advertising Ltd., 
London, W.1. 


(The 
realise, 


advertisers no doubt 
as our correspondent ap- 


“Britain To-day” 
To Sell Here 


As from its April issue, Britain 
To-day is to sell in Britain. This 
illustrated shilling monthly re- 
view has for years provided over 
seas readers in Europe, the 
U.S.A., Latin America, and the 
British Empire with a survey of 
current life in this country. 
Regular contributors are Sir 
Philip Hendy, director of the 
National Gallery; Mr. Ivor 
Brown, the theatre critic; and 
Miss Dilys Powell, the film critic 

March issue of lliffe’s Mechan- 
ical Handling has been re-styled 
and enlarged. Now measuring 
11g in, x 84 in. overall it has a 
new cover, printed in two 
colours, a new format, and im 
proved typography The type 
area conforms to the LS.B.A 
standard 10 in. x 7 in. Machine- 
coated paper is used for the black 
sections and there are full-colour 
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LETTERS 


EDITOR 


parently does not, that many 
families do not use their full 
tea ration. As all reports indicate 
that tea will, in fact, become 
scarcer and dearer, the approach 
appears quite legitimate.—Editor.) 


Technical Press 
Cuttings 


Sin,—It is difficuit to under- 
stand why so many Press cutting 
bureaux fail to include various 
trade and technica] publications 
in their services. It may be that 
from the publishers’ point of 
view this is a question which is 
nobody's particular “baby.” It 
would seem, however, of vital 
interest to these journals to see 
that they obtain full credit for 
any editorial mention which they 
make concerning manufacturers 
and their products. Surely if the 
leading Press cutting people were 
put on the “free” list for trade 
and technical journals, the cost 
involved on the part of the pub- 
lishers would be well repaid. 
NORMAN E, JONES, D.A.A.., 

A.LP.A., 
Accounts Executive, Smee’s 
Advertising Ltd. 


PUBLICATIONS NEWS AND NOTES 


Old-Time Ads. On 
The Underground 


Sirn,—1 was very interested in 
the article by Mr. Ernest Mori- 
son (March 2, page 378). 

Many years ago | was taken by 
Underground, an Inner Circle 
steam train if | remember aright, 
and in the ceiling fixed at the 
top of the partition between two 
compartments was a revolving 
device which dropped a card 
after each stop showing the next 
Station. 1 believe that on the 
card was some advertising, and I 
recollect that occasionally it 
failed in its duty. Perhaps that 
was the reason for its discontinu- 
ance. 

A.J, HORN. 
l6la Strand, W.C.2. 


Mr. E. Stanley Nicholas, head- 
master at The School House, 
Upper Basildon, nr. Reading, is 
asking advertising agents and 
manufacturers to send him three 
dozen each of Press advertise- 
ments (not larger than 11 in. x 
7 in. and not showcards of 
display material), for school use. 


The 
New 


illustrations on art 
issue is printed in 
Roman. 


paper. 
Times 


With its April issue, House- 
wife’s appearance will be im- 
proved by the adoption of a 
square back, with the title along 
the spine, The popular advertise- 
ment contents-shopping guide is 
retained. Of the 200 pages 88 are 
advertisements, though this figure 
could have been exceeded, all 
advertisements have next or 
facing-matter positions. 


Mr. John Moyes, executive 
editor, Outfitter, has in addition 
been appointed editor of World- 
friend, starting publication May 
1. With a guaranteed circulation 
of 10,000 in the U.K. and a cir- 
culation in ten other countries, 
the new magazine is the official 
organ here of the Worldfriends 
Associahion. 


Coverage in the London Postal Area 


62 out of 73 


Wholesalers handling stockings 
and knitted underwear 


Apply for particulars to Advertwement Manager, UNDERWEAR & STOCKINGS, 47 Hertford Street, Mayfair, London, W.!. Tel.: 


From this week the size 
Speedway Gazette is increased 
from 16 to 20 pages. Page size 
of Speedway Echo changes from 
814 in. x 6} in. to 9} in. & 74 in. 
Both are published by Sport-in- 
Print, and there will be a com- 
bined advertising rate, incorporat- 
ing an increase. 


of 


From ‘April, page size of 
Courier will be increased from 
5 5 16 in. x 54 in. to 84 in. x 
8 in. Rates will be unchanged 


Title of Sporting Life Weekly 
Edition has changed to Sporting 
Life Guide. Publication day has 
been changed from Saturday to 
Friday, and the size increased 
from 16 to 20 pages. 


Industrial Heating Engineer, 
which became a monthly last 
January, will increase its page 
size, as from May, to 9 in. x 64 in. 


Marcu 23, 1950 


FOR MECHANISED 
SCREEN ene 
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POSTERS 
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CHOOSE 


Changes Of Address 


Music Parade advertisement 
and editorial office has moved 
to 4 Fellows Road, N.W.3. Trade 
distribution is still being made 
from 1e Bride Lane, E.C 4. 

* 


E w. cesunee & Co., Ltd. 
move on March 24 to Buchanan 
Buildings, 24 Holborn, E.C.1. 

* * * 


The Society of Industrial 
Artists moves to 7 Woburn 
Square, W.C.1, from April 1. 

* * * 


The publishing and advertise- 
ment offices of Blakemore’s Old 
Moore's Almanack move on 
March 25 to 78-81 Fetter Lane, 
E.C.4; telephone Holborn 8932. 

* * * 


Augier Publicity have meved to 
25 Terminus Road, Eastbourne. 
* 


Mrs. Gladys Gellie, 
representative of Patons Adver- 
tising Service L*2., nas moved to 
17 Queen's Gate, S.W.1 


London 


The new size will give the adver- 
tiser SO per cent more space. 
Price of Shipbuilder and 
Marine Engine-builder has been 
raised from 1s. 6d. monthly to 
2s. 3d. There is no increase in 
advertisement Fates or size. 


Model ‘Car News, suspended 
last month, has been incorporated 
with Model Engineer. 


With the April issue, Com- 
pressed Air Engineering, recently 
acquired by John Trundell & 
Partners Ltd., will be re-designed, 
using the standard type area of 
9 in. X 6} in. 


From April, Air Reserve 
Gazette will be re-styled, and re- 
enutied Air Pictorial and Air 
Reserve Gazette. Gale and 
Polden Ltd. will be advertisement 
representatives. 


Change of format of Electrical 
Times includes a _ re-designed 
cover and increase in size. 


Uaidaiw cad & Stocking s 
_~ thats the way to sellefPactively 
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WOMAN’S ILLUSTRATED is a home-lover... 


WOMAN’S ILLUSTRATED has established for 
itself a warm affection in the hearts of housewives 
everywhere. This responsive readership is proved by 
the thousands of letters from readers which reach 
the editor every week. These letters prove that 
WOMAN’S ILLUSTRATED is the housewives’ 
“shop-window” and thus one of the most powerful 
(and profitable) sales forces in the country. Reserv- 
ations for 1950 are still possible—if you hurry! 


Chas. E. Mander, Advertisement Director 
The Amalgamated Press Ltd., London, E.C.4 


~ thats why advertisers find it-s0 profitable / 
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ADVERTISER'S VEEKLY 


‘ FeMLY SALE OF 


COPIES PER WEEK 
bought by mature and responsible women, 
the greater part of whom are housewives. 


The Young Wemas‘: °over Which the Whole Family Reads 


La 
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THURSDAY, MARCH 23, 1950 


Why 1,000 American Buyers May Visit The 
B.LF. This Year 


“DOUBLE GAMBLE” OF BIGGEST AND 
BOLDEST AD. CAMPAIGN 

Mr. Neville Shepherd, deputy chief information officer, Board of 

Trade, who is in charge of publicity for the British Industries 

Fair, confidently hopes that at least 1,000 American buyers will 


visit the Fair 
many as in 1938. 


His optimism springs from 
the knowledge that the biggest 
and boldest advertising cam- 
paign yet undertaken for the 
Fair has been successfully 
launched. 


The story of this campaign, 
which uses American tech- 
niques and is being handled 
by a British agency in New 
York, was told to ADVERTISER'S 
WEEKLY this week. 


Behind it lies an inner story 
of a great double gamble—a 
gamble that came off. 


When the campaign was 
planned last year, decisions were 
taken and dependent plans made, 
based on two assumptions, neither 
of which had been tested. Had 
either been wrong the whole 
campaign would have been 
jeopardised. 

The campaign hinged, firstly 
upon a liberal measure of co- 
operation from important Ameri- 
can buyers who are to visit this 
year’s Fair, in the preparation of 
copy for advertisements; secondly 
on the acceptance by the Presi- 
dent of the Board of Trade of a 
proposal which, compared with 
normal British advertising in the 
States, and previous B.1.F. cam- 
paigns, was revolutionary. The 
latter was possibly the stiffer 
hurdle. Both were surmounted 

Appointed to handle the 
American campaign were Hewitt, 
Ogilvy, Benson & Mather Inc., 
Mr. Murray Kirkwood of the 
New York office, being named as 
account executive. The agency 


this year. This would be nearly seven times as 


was told that the objective was to 
induce, partly through advertis- 
ing, the greatest possible number 
of U.S. trade buyers to visit the 
1950 B.LF., and that this was a 
matter of major national impor- 
tance. 


They were given $100,000 
(this amount was maintained in 
spite of devaluation) to spend, 
which was, by American stan- 
dards, small. This allocation was 
intended almost exclusively to 
meet the costs of a concentrated 
Press advertising campaign. Other 
media costs, including direct 
mail and distribution of prepared 
material, are met by sterling ex- 
penditure from the U.K. There- 
fore H.O.B.M., obliged to cana- 
lise the dollar expenditure when 
and where it would achieve the 
greatest effect, recommended a 
plan which broke away com- 
pletely from previous B.LF. 
methods. 

Formerly, B.LF. advertising 
had taken the form of institu- 


tional announcements, considered 
to have less force in the U.S. than 
elsewhere. H.O.B.M. decided to 
tell the American buyer what he 
would get out of the Fair, that 
products “still on the secret list” 
would be revealed there, and that 
certain prominent buyers, his 
competitors among them, would 
be going. 

This last requirement necessi- 
tated asking prominent people in 
the business very early on if they 
were going, and if they would 
permit their names and pictures 
to appear in Press advertisements 
stating why they were going. If 
this co-operation had not been 
received, the scheme would have 
had to be re-cast at a late stage. 

The Press campaign comprised 
many advertisements in a rela- 
tively small number of publica- 
tions, spread over about three 
months. This was a complete re- 
versal of previous methods—two 
or three advertisements in each 
of a large number of trade and 
general newspapers strung out 
across the country. 

The 1950 campaign applies 
editorial technique throughout, 
copy stressing the news angle. 
Initial large space ads. announc- 
ing the B.L.F. were followed by a 
bombardment of 40 = small 
editorial type ads. placed in 
among editorial on business 
pages, naming buyers, giving their 
pictures, and saying why they 
would be at the Fair. 

By this constant repetition, a 


Raiheny Ad. Rates 
. . 
Are Simplified 

On and after May 1, a revised 
scale of commercial advertising 
rates for British Railways will 
apply to all new and renewal 
contracts accepted by British 
Transport Commission 

The new rate structure, which 
introduces no drastic changes, 
removes existing anomalies in the 
former scale rates for individual 
regions of British Railways, and 
simplifies the rate pattern, it 
establishes an “All Region” rate 
for advertisers requiring national 
coverage, including sites on the 
London Midland Region and on 
that part of the Scottish region 
on which commercial advertising 
is handled w Frank Mason and 
Co. Ltd., H. Smith and Co. 
Ltd. and MacDut and Co. 


‘REVEILLE’ RATES UP 


Advertising rates for Reveille 
will be increased to £6 5s. per 
column inch with the issue of 
June 30. Net sale is now stated 
to be in excess of 1,750,000 copies 
per issue. Previous rate of £5 
per s.c. in. was fixed when sale 
was 1,100,000. 


WESTMORLAND INQUIRY 

Westmorland “special area” 
inquiry will be held at Kendal on 
May 2. Nearly the whole county 


is affected by the proposal. 


\ 


Readers of the Smallholder are sharing in the 
vital task of keeping Britain fed. With a net sale in 
excess of 200,000 plus many additional readers 
to every copy, the Smallholder is always full of 
the kind of facts every homegrower needs. At 
£90 a page it’s the first choice of shrewd advertisers 
anxious to dig deep into the “growing” market 


THE 


SMALLHOLDER 


A Newnes-Pearson publication 
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STORY OF B.LF. ADVERTISING IN U.S.A. 


524 


(Continued from previous page) 


great deal of information about 
the Fair was conveyed through 
American spokesmen. 

These ads. were followed by 
full pages in newspapers designed 
to look exactly like editorial 
pages; packed with news and pic- 
tures, and including a photo- 
gtaph of the King and Queen at 
the 1949 Fair 

Final advertisements, which are 
yet to appear, will occupy large 
spaces, each showing nationally 
prominent buyers who will 
attend. The media schedule in- 
cludes New York Times, New 
York Herald Tribune, New York 


Journal of Commerce, Detroit 
Free Press, Chicago Tribune, Los 
Angeles Times, Daily News 
Record, Women's Wear Daily 
Retailing Daily, Business Week, 
Time, Modern Industry, British 
News. 

The slight preponderance of 


New York papers, while appar 
ently contrary to the Board of 
Trade view, often stated, that 
“New York is not America,” is 
explained by the fact, established 
early in the planning of the cam 
paign, that nearly 64 per cent of 
American professional trade 
buyers interested in British goods 
are either Jocated in New York, 
or are represented there. 


Press advertising accounted for 
73:5 per cent of the dollar 
expenditure. 


Laid over the Press campaign, 
and timed to coincide with it, so 
that shots arrived more or less 
in between the appearance of 
large space advertisements and 
during the “bombardment” of 
small space ads., was a three-shot 
direct mail campaign comprising 
nearly 100,000  picces, ich 
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This schedule 
advertising campaign and the 
Black squares represent Press ads. and the 
dates of letters 
to April 9, and was prepared 


shows broadly the 


The 


schedulk 


detail as the 


included a personal letter from 


Mr 
the 


alised 


Harold Wilson, 
Board 
leading U.S. buyers, 
letters 
» Mr 


of the B.LF 
to about 30,000 prospects 


One 
large 


BRITISH INDUSTRIES FAIR OPENS MAY Sth: 


DOLLARS OF US BUYERS WORTH 30% MORE 
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The full-page ad. in editorial style 


if ert 


President of 
Trade, to certain 
and person- 
from the director 


R. E. J. Moore, 


result of this has been a 
number 


of “by-product” 
replies, sometimes 
intimating that the 
writers could not 
attend, but asking 
to be put in touch 
with specific busi- 
nesses. The direct 
mail shots were 
sent from Britain, 
and were written in 
British style, but 
conformed to the 
highest standards 
of American direct 
mail technique, and 
included points 
known to have 
special appeal to 
Americans This 
accounted for 13-4 
per cent of the 
dollar expenditure, 
the greater part of 
the moncy for this 
campaign being 
met by sterling 
expenditure in the 
U.K 

The basic stra 
tegy of the whole 
campaign was that 
this is not just 
another trade fair 
but that this year 


time-relationship between the 
three 


is laid 
in advance. 


[Keystone photo 


Press 


direct mail shots in America. 
vertical panels the arrival 
out by weeks, from February § 


it may have been varied in 


campaign progressed. 


the B.LF. offers buyers some- 
thing new, bigger and better. 
The campaign could not afford 


to be stodgy or dull—it had to 
compete on equal terms with big, 
spectacular, commercial advertis- 
ing in a country in which the 
standard of showmanship was 
such that it could not dare to be 
pedestrian. Yet it had to present 
an old world institution, the trade 
fair, as something of importance 
in American commerce 

At a Press conference at the 


Board of Trade last week, Mr. 
Guy Mountfort vice-president, 
H.O.B.M. said of Mr. Neville 


Shepherd “He did an outstanding 
job. He made a very deep impres- 
sion on American business men. 
as a British Government official.” 

Printers’ Ink, 


commenting on 
the campaign, says: “Jt finally 
happened After 36 years, the 
British Industries Fair has suc- 
cumbed to American advertising 
techniques, and the staid and 
conservative institution is being 


put through its paces under the 
guidance of a New York agency, 
Hewitt, Ogilvy, Benson & Mather 
Inc 

With a variation in the arrange- 
ments for the U.S.A., the world 
campaigns for B.LLF. are organ- 
ised and directed by the informa- 
tion division of the Board of 
Trade under the direction of Mr 
Michael Balfour, in collaboration 
with C.O.1., Betac, and Rumble, 
Crowther & Nicholas, recently re- 
appointed to this campaign for 
1951 
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South African 
Papers Merge 
Durban 


The Natal Sunday Post and the 
Sunday Tribune, both published 
in Durban, South Africa, have 
arranged an amalgamation so 
that from April 2, only one 
Sunday newspaper will be pub 
lished there, titled Sunday 
Tribune and Sunday Post. 


Port Elizabeth 


The Daily Advertiser and the 
Saturday Post, of Port Elizabeth 
have been merged, and replaced 
by a new evening paper titled 
Evening Post 

The Monday to Friday issues 
of the new newspaper circulate 
in the Eastern Province, but the 
Saturday edition, containing the 
Magazine section, covers the area 
previously embraced by the 
Saturday Post—the whole of the 
Eastern Province and Border. 

Overseas representation of all 
the above newspapers has been 
placed with Argus South African 
Newspapers Ltd. 


“Straits Times” Now 
A Public Company 


The Straits Times Press Ltd 
of Malaya, incorporating Straits 
Times, Sunday Times and Singa 
pore Free Press, has become a 
public company. The directors 
are Messrs. T. Aiken, J. Ford 
A. C. Simmons and K. A. Seth 

In September 1945, when pub 
lication was resumed after the 
Japanese occupation, the Straits 
Times sold 14,000 copies a day 
to-day the average certified net 
daily sales are 48,000. In Sep 
tember 1945 the circulation of 
the Sunday Times was just under 
19,000. To-day it exceeds 60,000 
Both newspapers are distributed 
throughout the peninsula on the 
day of publication 


Mr. Donald McCullough will 
speak on “Planning a Public 
Relations Policy” at the Junch- 


time meeting of the Institute of 
Public Relations on April 5. 


Appropriations Up 
In Germany 

Mr. C. E. Friedmann, director 

in charge of the overseas division 

of Mather and Crowther Ltd., 


who has returned from a tour of 
the continent, found advertising 


appropriations in Germany 
larger than anywhere else in 
Europe 

They are mainly concentrated 
on consumer goods such as 
cigarettes which are re-appearing 
under English (and American) 


brand names. 

Young Newspapermen 
The annual meeting of The 

Young Newspapermen’s Associa 

tion will be held on May 8 

Venue has not yet been fixed. 
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C.0O.1. Estimates For 1950-51 Show 
£708,850 Decrease 


POSTERS, FILMS, PRESS ADS. CUT 


The Central Office of Infor- 
mation is to cost £3,339,042 next 
year, as against £4,193,100 

Estimates for the department 
itself, which do not include cost 
of work done for the C.O0.1. by 
other Government departments, 
show an estimated expenditure 
for 1950-51 of £2.751,000, against 
£3,459,850, a saving of £708,850 

Heaviest cuts are in poster ad- 
vertising (£253000 against 
£574,500), films (£497,500 against 
£748,200) and Press advertising 
(£763,000 against £867,000.) 

These figures broadly confirm 
forecasts made by ADVERTISER'S 
WeeKLy on December 8, when it 
was estimated that Press advertis- 
ing would fall to £600,000- 
£700,000, poster advertising to 
about £400,000, and that film pro- 
duction would be cut by more 
than a quarter. 

Press advertising at its peak in 
1948-49 cost about one million. 

Other figures given in the 
C.O.1. estimates for 1950-51, pub- 
lished by the Stationery Office 
this week, are: 


Not A “Pafilicity” 
Agent! 


In order to kill the delusion 
the main function of a 
is to obtain free and 
favourable Press editorial men- 
tion—in other words to act as a 
‘pufflicity” agent—Mr. Alan Hess 
has evolved the following 
courtesy slip for Press releases 
concerning the Austin Motor 
Company : 

“The enclosed material is sub- 
mitted with the compliments of 
Alan Hess, Public Relations 
Officer of The Austin Motor 
Company Limited. 

“You are requested NOT TO 
PUBLISH this story if you con- 
sider it should more properly 
form the basis of an advertise- 
ment, as this office is anxious to 
maintain its established principle 
of submitting only such Press 
releases as have a genuine NEWS 
value to their recipients.” 

Mr. Hess is vice-president. 
Institute of Public Relations. 


“Country Life” 
Photo Exhibition 


The Rt. Hon. Viscount Alan- 
brooke opened the Country Life 
International Exhibition of Wild 
Life Photography at Central Hall, 
Westminster, on Monday after- 
noon. 

The exhibition, which will 
remain open until April 1, con- 
tains some 1,500 photographs and 
colour transparencies, and is the 
second of such exhibitions to be 
organised by Country Life 


1950-51 1949-50 

Salanes £801,000 £859,000 
Publications £85,865 £127,900 
Exhibitions £147,500 £197,000 
Lectures £71,000 £70,000 
More will be spent on Social 
Surveys—-£68,000 against £64,500 


First Post-War Full 

Page In “Guardian” 

On April 3. Manchester 
Guardian will carry its first full- 


page advertisement since before 
the war. 


Biggs Will Handle 
“Austin Magazine” 

The W. Horace Biggs Press 
Organisation Lid. have been ap 
pointed advertisement representa 
trves for the Austin Magazine, the 
fist one-make motoring maga 
zine to be admitted to the mem 
bership of the Audit Bureau of 
Circulations, 


members of British 
Export Trade Research Organ- 
sation include Bellman Hangars 
Ltd. Hulton Press Lid., Gillette 
Industries Ltd... Odhams Press 
Lid. W. S. Crawford Litd., and 
as an affiliated member, the 
Herring Industry Board 


Sites For Lord Mayor’s Appeal 


The advertising industry has 
come out strongly in support of 
the appeal by the Lord Mayor 
of London for a £2 million 
National Thanksgiving Fund to 
mark Britain's appreciation for 
the £80 million worth of food 
parcels she ‘tas received in the 
last ten years. 


Scores of thousands of poster 
sites and posters are being given 
free, and the Incorporated ty 
of British Advertisers is asking 
members to feature in their ad- 
vertising the slogan “For Food 
Gifts—say ‘Thanks’ through the 
Lord Mayor's Fund.” 


Members of the British Poster 
Advertising Assdciation, the 
London Poster Advertising Asso- 
ciation and the Solus tdoor 
Advertising Association are giv- 
ing 30,000 double-demy sites, 
many of them public information 
panels, and 10,000 16-sheet sites. 

Boro’ Billposting Co. has con- 
tributed two big sites, 96 and 48 
sheet, on Ludgate Hill. The 
Windsmoor site at Piccadilly has 


been given for two weeks by 
strangement with Boro 

The G.P.O. has provided 25,000 
crown folio sites The banks 
are giving double crown and 
crown folios—about 14,000 each 
Civic authorities and firms are 
giving individual sites 

A national campaign is being 
arranged on B.T.C. sites. Water- 
low & Sons are printing 200,000 
posters. 


ADVERTISER'S WEEBALY 


Voluntary Plan 
Has Lapsed 


“The revised Plan for the 


Mr. Wrey is chairman of the 
Executive Sub-committee of the 
Standing Advisory Committee. 

The term of the revised 
~ expired at the end of 

ebruary. 


“Vanity Fair” Out 
Nert Week 


The first regular issue of Vanity 
Fair, & new monthly published 
by National Magazine Co., of 
which a token issue was made 
iast September, reaches the book- 
stalls on March 28 Demands 
from the trade indicate a com- 
plete sell-out Print order is 
125,000 

The magazine is addressed to 
the younger, smarter woman, 
whether married or following a 
career. Much attention is paid to 
clothes which can be bought in 
Britain at reasonable prices 

April number contains 64 pages 
in gravure, plus covers, in letter- 
press: 12 are occupied by adver- 
tusements. Type area is 94 in. x 
7 in. Miss Olive Bird is adver- 
uusement manager 


HARVEY, IN MAIDEN SPEECH, CRITICISES 
TERRITORIAL ARMY PUBLICITY 


Publicity for the 
Army had been a 
failure, said Mr. lan Harvey, 
M.P. for East Harrow (and 
director of W. S. Crawford Ltd.), 
making his maiden speech in the 
House of Commons on Monday 

He was seconding an amend 
ment to the Army Estimates, 
calling upon the Government to 
improve its publicity and the 
conditions of service and amen 


Territorial 
lamentable 


F. P. Bishop, M.P., chairman of the executive committee of the Adver 
tising Association, was the chief guest at a luncheon given by his 
fellow-members of the executive at the Savoy Hotel last week, in 
recognition of his services to the Association, and to the advertising 


industry. 
chair 


Sir Miles Thomas, president of the Association, was in the 
Picture shows, lefi to right, F. P. Bishop, Sir Miles Thomas 


Ewart Rumble 


ities in the Territorial Army 

There was no evidence that 
any attention had been paid to 
conclusions reached in a survey 
of the problems involved in 
ferritorial Army recruiting, he 
said 

“The first Territorial Army 
poster that | recall was of a 
young Man putting on his gaiters. 
a laborious and tiresome proce- 
dure at the best of times, The 
second poster illustrated two 
persons whom, one assumed, the 
Territorial Army would be glad 
to have in its ranks. | can only 
describe them, as my unit did, as 
the burglar and the spiv 

“It must be made quite plain 
that publicity is not just a 
question of putting up posters, 
even if they are good posters 
Publicity is a question of making 
the right appeal in the right 
place.” 

It had been made clear that the 
right place was to the veterans 
of the last war, he added 


“Graphic” Rates 
educed 
It 1s understood that advertising 
agents have been advised of a 
substantial reduction in the ad- 


vertisement rates of the Daily 
Ciraphic 
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Bedding Makers Adopt Publicity Plan: 
£7,500 In First Year 


P.R.O., AGENT, MAY BE APPOINTED 


After a talk by Mr. F. Murray 
Milne, public relations officer 
to the Wholesale Textile Asso- 
ciation, on publicity for a trade 
association, the National Feder 
ation of Bedding and Allied 
Trades agreed, at their annual 
convention at Brighton on 
Monday, to adopt a publicity 
and development scheme which 
would cost £7,500 in the first 
year This would involve the 
appointment of a publicity officer, 
and quite possibly an advertising 
agent 

The convention ended last 
night (Wednesday) and at the 
time of going to Press decisions 
on these last two points had not 
been taken 


Contributions to the publicity 
fund, which will be voluntary, 
will cost members 14 times their 
annual subscriptions to the 
Federation, The sum of £7,500 
is not being regarded as an annual 
figure. It is to set the campaign 
going, but the Federation will not 
ask for too much money until 
it has some results to show 


Mr. William Rhodes, chairman 
of the Federation development 
and publicity committee, which 
was appointed in July 1948 
reported the virtual acceptance of 
the committee's plan by regional 
committees, and said it would be 
necessary to integrate the devel- 
opment and standards committees 
into One permanent committee 
which would handle such matters 
as labelling 


“Modesty may still be a com 
mendable virtue, but reticence 
can be folly There are times 
when noise is dollars.” said Mr 
Murray Milne 


The Wholesale Textile Asso 
ciation “regarded as a pioneer 
in this direction,” set up a com 
mittee to inquire into wholesale 
textile trading in the past, and to 
make recommendations for put 
ting their house in order. Then 
it built up a public relations 
platform which included paid 
advertising. pamphlets, speeches 
displays editorial publicity 


Americans Receptive 
To Advertising 


The American, and to a lesser 
degree the Canadian, is much 
more impressed and influenced 
by good forceful advertising and 
packaging than is his British 
counterpart, and is a far better 
judge of it 

Mr. Frank Coulson, managing 
director, Gee Advertising Ltd 
Leicester, gained this impression 
during a recent visit to Canada 
and the US 


countering criticisms and dissem 
inating information 

As a result the trade had 
earned a new respect for itself 

‘Publicity cannot be a spare 
time job if it is to be really worth 
while-—-it costs too} much,” he 
said. “Do not go rushing away 
as soon as you raise a sum of 
money and ask some firm to 
prepare a scheme. 

“Find a man of the right 
calibre, don't try to get cheap 
labour, a man who is not afraid 
of work, a man who will be ready 
ind able to take up controversial 
issues on your behalf.” he 
advised. He should have practical 
experience of journalism, adver- 
tising, printing, films, radio and 
perhaps exhibitions 


| Trade Commissioner 
| As Ad. Rep. 


From an article in the Board 
of Trade Journal for March 18 
it appears that the United King- 
dom Trade Commissioner at 
Winnipeg, Manitoba, is acting as 
an advertisement representative 
for the souvenir catalogue for the 
British section at the Prairie Fairs 
being held in Canada 

The proposed distribution of 
the catalogue (100,000 copies) and 
a list of rates, in black and white 
and in colour, appear in the 
article, with a note giving the 
date by which copy must reach 
the Trade Commissioner in 
Winnipeg 


SAVINGS PUBLICITY 
Advertising and publicity for 
National Savings for 1950-5] is 
estimated to cost £355,500, as 
against £445,000 last year 


Better Seles fn Photographs 


Agencies would get better 
value out of photographers if, 
instead of asking for a quotation 
and then saying it was too high, 
they stated how much they were 
prepared to spend, Mr. W. T. G. 
Hiller, studio manager, Gee & 
Watson Ltd., told the Society of 
Diploma Members of the Adver- 
tising Association last Friday. 

Though the fee on that basis 
might be ten guineas, he said, a 
conscientious photographer would 
probably deliver what was really 
twenty guineas’ worth of work 

In advertising, photography 
was a combination of science and 
art. Photographers had trained 
themselves in com position, 
Agencies were coming to accept 
that fact, and to leave photo- 
graphers to their own devices 

Mr. Hiller contended that 


photographic materials were now 
so good that they could not be 
Black 
technique was not 
Colour photo- 


blamed for bad work 
and-white 
likely to improve 


graphy was now at the same 
stage as black-and-white in 1925 
some good, some very bad 
but it would become much 
better. The accent was on ideas; 
a photograph could be a work of 
art, and would have to be in the 
future, 


N.F.I. Publicity 
Scheme To End? 


A decision on the future of the 
publicity scheme of the National 
Federation of Ironmongers, will 
be taken at“a meeting of the 
Federation on April 25 

In November last year the 
N.F.I. decided to cease national 
advertising in view of the fall- 
ing off of subscribers to. the 
Federation's publicity scheme 
At the moment concentration is 
on the supply of shop-fittings, 

Agents are Murray-Watson 
Ltd. 


At the annual dinner of Oelrichs Advertising Ltd., of Sheffield, which 


was followed by a visit to a theatre 


Thos 


Phillips, 


publicity manager 


Seated, left to right: 
W. Ward Litd.; Mrs. 


E. Field 
V. Atkin; 


H. Oelrichs, director, Oelrichs Advertising Ltd.; Mrs. Phillips; C. V 


Atkin, director, 


Midland Artists 


Ltd. Mrs. L. Oelrichs, director 
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Electric S 
Makers’ Luncheon 


The past year was described as 
the most important in the history 
of the electrical signs industry 
by Mr. A. E. Beadneil, chairman 
of the Electrical Sign Manufac- 
turers’ Association, at the annual 
meeting and luncheon 

He referred to the efforts of 
the Association which 
in releasing the industry from the 
“black out” ban on illuminated 
signs and paid tribute to the 
great work being done by Mr. 
S. D. Moyse and Mr. G. § 
Campbell on the Outdoor 


Advertising Industry Advisory 
Committee. 
Mr. A. E. Beadnel!l (Elders, 


Walker & Co., Ltd.) and Mr. 
G. S. Campbell (Franco-British 
Electrical Co., Ltd.) continue as 
chairman and vice-chairman res- 
pectively for 1950 


Film On Newspaper 
Production 


A film on newspaper produc- 
tion recently completed by Y 
Cymro, was shown last week to 
the management and staff of 
rT. J. Hughes Ltd. and Owen 
Owen Ltd., both of Liverpool, as 
part of the educational courses 
to the sales and advertising per 
sonnel of both firms. 

Several similar shows have 
been arranged with other multiple 
stores in the area covered by 
Y Cymro, as part of the news- 
paper's policy of liaison and co- 
operation with advertisers. 

The film show at Liverpool 
was arranged by Mrs. Nott, ad- 
vertising manager of T. J. Hughes 
Ltd., and Owen Owen Ltd. 


Souvenir Brochure 
Will Earn Dollars 


The souvenir brochure which 
will be on sale, price one dollar 
wherever Queen Mary's carpet is 
exhibited in Canada and the 
U.S., was printed by Odhams 
Press Ltd., who printed the 
official souvenir programme of 
the Coronation of King George 
VI and the wedding of Princess 
Elizabeth 

Intended to increase the 
carpet’s dollar carnings, the 
brochure. which has an outer 
covering of grained Cellophane 
bears Queen Mary's coat of arms 
in gold and black. 

On one of the twelve pages of 
white art gold-bordered paper ts 
a full-colour reproduction of the 
carpet There are also three 
portraits of Queen Mary, an 
article about her, and articles on 
the carpet itself and on English 
needlework. 

The page size is 84 in. x 
114 in. The production took only 
three weeks, including art work 
photography, engraving _ for 
monotone illustrations and four 
colour half tones, and two-colour 
printing throughout, involving 
pure gold working. 
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CLUB NEWS 


London Orators 


Score 


Threefold Success 


When Pitts, Gladstones, and 
Churchills from two London 
clubs, together with one 
Disraeli from Southampton, let 
loose a flood of silver-tongued 
oratory in the Waldorf forum on 
Monday the Publicity Club of 
London scored a_ three-fold 
triumph. 

It won this, the Southern Area 
final of the National Advertising 
Public Speaking Contest, moving 
one step nearer to that laurel 
crown of oratory. It took from 
the Regent Club the annual palm 
of victory in the form of the 
Imber Cup. And in Norman 
Groome it provided the 
individual speaker of the evening 

In the category of prepared 
speeches the Regent champions 
were first in the lists. 

Speaking on “The Reason 
Why,” Mr. T. G. Hartshorne 
reminded his hearers that the 
purpose of the contest was to 
develop speakers who could talk 
convincingly to the public on 
advertising. 

“Intolerance” was Mr. E 
Freeman Keel’s subject. Were 
not some forms of tolerance, he 
suggested, merely mental lazi- 
ness? An advertisement that was 
not emphatic in its message was 
only half an advertisement. 

On “Bachelor Bliss,” Mr. ¢ 
Mark Floyd provided the 
humorous speech of the evening 
“Where singleness is bliss,” he 
said, “tis folly to have wives.” 

Then came the turn of the 
Publicity Club paladins 

Mr. David Souray dealt with 
the human qualities and the 
variety in “Advertising.” 

Miss Gwendolen Payne, asking 
‘Have We Changed for the 
Better?” favourably contrasted 
the comforts and mental! attitudes 
of to-day with those of the 
Victorian era 

Beginning humorously on “A 
Sense of Direction,” Mr. Norman 
Groome developed seriously the 
theme that advertising to-day was 
in danger of getting lost in a 
welter of statistics and mathe 
matics. We needed men like 
Nuffield, Selfridge, or Higham 
he said. 

Some excellent advice on “How 
to Prepare a Speech,” was given 
by Mr. A. G. Hazell. of South 
ampton (present as the “best 


Nottingham 
C.O.1, Man Speaks 


Mr. W. G. Houghton. chief 
regional officer, North Midland 
Region of the Central Office of 
Information, spoke at the Pub- 
licity Club of Nottingham last 
week 


The Publicity Club of North 
Wales, and the Bradford Publi- 
city Association have affiliated to 
the Advertising Association 


speaker” from Round | of 
contest). 

Then each speaker was re 
quired to “pour forth his heart in 
profuse strains of unpremeditated 
art” in the form of three-minute 
impromptu speeches 

Praise and advice were given 
by the three judges. Wing-Com 
mander Eric Bullus, M.P. for 
Wembley North, spoke of the 
importance of vocal light and 
shade; Mr. H. G. Garrett, a mem 
ber of the L.C.C. panel of instruc- 
tors, urged the speakers to start 
more crisply; and Mr. Sinclair 
Wood, council member, Adver- 
tising Association and Institute of 
Incorporated Practitioners in Ad- 
vertusing, consoled the losers, 

Col. George Warden, London 
chairman, presided, and the con- 
test was conducted by Mr. Ivan 
Luckin, Southern Area organiser, 
who paid a warm tribute to the 
excellent work of Commander 
Alan Robertson - Macdonald 
National organiser and Regent 
Club chairman. 


the 


Contests 


The next two contests in the 
second round of the National 
Public Speaking Contest take 
place to-morrow (Friday) and the 
following Friday, March 31 

At Manchester to-morrow the 
Manchester Publicity Association 
meets the Publicity Club of 
Leicester, when the judges will 
be Dr. Erna Reiss, a barrister, 
Mr. Edward St@art and Mr 
Harry Matthias. On March 31 
the Publicity Club of Leeds 
meets the Publicity Club of New 
castle, at Leeds. 


Members of the Publicity Club 
of Leeds heard speeches by their 
National Public Speaking Con 
test team at a luncheon meeting 
last Thursday. Mr. Stanley Gray. 
chairman, presided 


Sheffield 
“Advertising Must 


“Advertising must be used to 
aid, and not to impede, the forces 
secking to create a balanced 
social and economic order arising 
from a synthesis between the 
philosophy of the authoritarian 
and the libertarian,” said Mr 
Cc. D. Rant, editor of ADvVER- 
mser’s WEEKLY. in an address 
to the Publicity Club of Sheffield 
on Friday 

Title of his 
“Watching every 
advertising world.” 

Advertising, he asserted, was 
developing a social conscience 
Because it was becoming, as it 
must, increasingly responsive to 
public opinion, it was learning to 
respect recognised standards of 


address 
move in 


was 
the 


(Keystone photo 


Commander Alan Robertson-Macdonald presents the Imber Cup to 


the Publicity Club of London team of speakers 
Miss Gwendolen Payne, 


Bristol 


‘Approved List’ 


The “approved list” of publica- 
tions, designed to safeguard local 
business men who do not employ 
an advertising agency, has been 
adopted by the Bristol! and West 
Publicity Club 

Traders asked to take space in 
a publhcation are being advised 
to contact either the local Cham- 
ber of Commerce, who have 
agreed to co-operate, or a com- 
mittee set up by the Publicity 
Club The publisher will then 
be sent a questionnaire, and if 
the answers are satisfactory the 
trader will be informed accord- 
ingly 

The questionnaire asks; what 
are the advertising rates? What 
terms of contract are required? 
What proportion of space is 
marked for advertisements and 
for editorial matter? When is 
payment for the advertisement 


Mr. R. B. Pishenden, photo 
engraving instructor at the Man 
chester School of Technology, is 
speaking on “Future Trends in 
Printing” at a meeting of Brad 
ford Publicity Association to-day 
(Thursday) 


Be Social Force” 


integrity and good taste. It was 
beginning to realise its potential 
as an educational and social force 
and to realise this potential must 
adapt its technical skill to the 
selling of ideas as well as goods 
and services 


Birmingham 
Talk On Careers 


A talk on “Careers in Adver 
using” was given by Mr. H. Q 
Faichney, secretary of the Adver 
tising Appointments Bureau Ltd 
to members of the Birmingham 
Publicity Association last Thurs 
day. A fuller report will appear 
in a subsequent issue 


Norman Groome, 
and David Sourav 


of Publications 


due? 

The club is not organising a 
black list-——if the answers are un 
satisfactory the trader will be 
told that the publication is not 
on the approved list 

Bristol Corporation are con 
sidering whether to co-operate 
with the Publicity Club or not 


Two More Join 


Squadron-ieader J. B. Hunt, 
advertisement manager of the 
Bristol Evening World, and Mr 
€. G. S. Hodgkinson, district 
manager of C. & EB. Layton Ltd.. 
have become members of the 
Bristol and West Publicity Club 


Oxford > 
—— Helps 


. . 
Famine Relie 
How advertising has helped 

the work of the Oxford Com 
mittee of Famine Relief was 
described by the Committee's 
administrator, Mr. Frank Black 
ler, to the Advertising Club of 
Oxford last week 


Notley To Review 
. op on 
Exhibition 

The Advertising Club of 
Oxford's exhibition to be held on 
March 29-3) will be reviewed 
on its first day by Mr. Cecil D 
Notley, president of the Adver 
tising Creative Circle. Mr. J. H 
Brookes, principal of the Oxford 
schools of Technology, Art and 

ommerce, will review it on the 
second day, when it will be open 
to non-members 


Mr. J. W. Triggs, assistant pub 
he relations officer for the 1951 
Festival of Britain, addressed the 
Publicity Club of Leicester last 
Friday on the Festival 


Mr. Charles Jervis, assitant 
editor of the Press Association 
addressed the Bristol and West 


Publicity Club last week 
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Agent Defends “Untidy” | 


Outdoor Advertising 


A well-known advertising 
agent, writing in the April issue 
of Town and Country Planning, 
finds it difficult to “work up 
serious fears” about the regula 
tons governing outdoor adver 
lising 

“| beheve they are wholly good 
in intention, and | hope they will 
prove widely good in fact,” he 
says. “My real wish is that, 
having this Weapon now to hand. 
we shall be very, very slow and 
careful in its use.” 

The writer——Mr. C. R. Casson 
managing dector, C. R. Casson 
Lid.—-holds that “commercial 
advertising 1s the free speech of 
manufacturers The right to 
exercise it is as holy as any other 
group's freedom to speak.” Here 
are points from his article 

Commercial advertising, 
whether outdoor or in papers, 
certainly needs some control, So 
do all the other kinds of adver- 
tising by people with bees in 
bonnets, causes to plead, axes to 
grind, philosophies, policies, and 
“ideals” to sell. Their theories 
are often far more evil-smelling 
unpleasant, and dangerous to the 
public than soaps, cigarettes or 
sausages 

For my part | like cycling 
round a corner of some country 


SEWING WEEK 


More than 680 individual ad 
vertisements supporting National 
Sewing Week were placed in 
suburban and provincial news 
papers in Britain during the week 
held from February 18-25. Com 
posite pages drawing attention to 
the Week appeared in the 
Rournemouth Daily Echo, York 
hire Observer, Northern Daily 
Mail, Sunderland Echo and West 
Herts Post 

The Week was organised by the 
National Needle Arts Bureau 
which at the same time arranged 
a national sewing contest through 
17 groups of newspapers, which 
was featured in WO provincial and 
suburban daily and weekly news 
papers. The contest and the Week 
attracted national and local ad 
vertising to the extent that 23 
composite pages appeared, includ 
ing one ‘-page feature (in the 
Lastern Evening News) and 
double-page spreads in ~ the 
lilustrated = Leicester Chronicle 
and Beds and Herts Pictorial 

Two national advertisers, the 
Wool Secretariat, and Simplicity 
Patterns, took space wherever the 
contest was featured to. offer 
extra prize Money to winning con 
testants using their material, and 
advertisements were taken locally 
to offer similar inducements by 
stores in Leeds, Preston and 
Norwich 

453 entries were received. 115 
in the Department Stores Group 
and 194 in the General Drapers 


lane to see facing me an enamel 
sign (white letters on dark blue 
background) which says R 
WHITE'S GINGER BEER. 
KAOLA, LEMONADE, AMER- 
IC AN CREAM SODA, LEMON 
SQUASH, CHERRY CIDER 
1 don't know why I like it. 1 
don't want any of the goods it 
advertises 1 suppose | just 
think it is part of the English 
scene and | don't want to sec all 
such things swept away 
us be a little common, a 
untidy, a littl vulgar—even 
the deep countryside 

Be still more careful how you 
go in towns and cities Posters 
have brought not only advertising 
claims, but colour, entertainment 
and yes—neatness to dull and 
dreary vistas 

1 know the violent views held 
and expressed about the vulgar 
and garish displays at the Hub 
of the World—the electric signs 
of Piccadilly Circus 1 don’t 
pretend to know whether the 
views are right or wrong. I do 
know that I'm glad the lights are 
on again and | hope many 
mithons of littl children in town 
for the first time. and people 
young and old up from the 
country, will be able to gape in 
awe and wonder at that twinkling 
and coloured display 


PULLS 680 ADS. 


Group Mr 
Andrew Milne, director and 
general manager of Drapers 
Record, and Mr. Arthur J. Symes 
editor, Display Design and Pre 
sentation, and 144 in the Small 
Drapers Group were judged by 
Miss Kathleen Glover, secretary 
Cotton Board Colour, Design and 
Style Centre, and Miss Ethelwyn 
Macfarlane, editor, Smallwares 
Notions and Dress Accessories 

At a luncheon at the Savoy 
last Friday, Mr. Francis Neate 
manager of the Bureau. said that 
the Sewing Week had been a co 
operative effort in which the final 
punch had been given by the 
retailer stores 

Miss Macfarlane, one of the 
judges. said that a window display 
must be sufficiently striking to 
make one want to cross the road 
go inside the store, and find out 
what it was all about | must 
have prices, except for the most 
obvious things, such as 
and thread,” she said 

Trade campaigning for the 
National Sewing Week was car- 
ried out by the Bureau's agents 
London Press Exchange 


were judged by 


needles 


Miss Peggy Peregrine, formerly 
of Picturegoer and Sunday 
Dispatch, has been appointed 
London public relations officer 
for the First United States 
International Trade Fair, at 
Chicago in August 


Sma 


NEWS ABOUT PROPLE. 


(Photo, Dudley Coram 


J. D. Davies 


W. J. Rutter R 


E. Williams 


J. D. Davies Heads Bird Sales Promotion: 
Risdon To Masius & Fergusson Board: 


“Punch” And “Countryman” Reorganisation. 


J. D. Davies has been ap- 
pointed sales promotion manager 
to Alfred Bird & Sons Ltd 
Birmingham. He was previously 
advertising manager, Peter Lunt 
& Co., Lid., Liverpool, and before 
that assistant advertising manager 
to the International Chemical 
Co., Lid 


* * * 


P. W. L. Risdon has been 
clected to the Board of Masius 
and Fergusson Ltd.. where he 
has spent hus grhole advertising 
career, having joined the orgam 
sation in 1935 when it was known 
as Lord and Thomas. He is a 
senior account executive 


. > * 


Harry Downing, who has been 
with Rumble Crowther & 
Nicholas for over twelve years 
has joined the S. T. Garland Ad- 
vertising Service Ltd. as studio 
director He has worked with 
Ardath Tobacco Co. Ltd 
Holford - Bottomley. and the 
Winter Thomas agency, and 
joined R.C_N. as studio manager 
in 1937 


. * * 


WwW. S. (Jock") Graham has 
joined Foote. Cone & Belding 
Ltd. as a copywriter. He has had 
several volumes of poetry pub- 
lished by Faber & Faber, the 
latest being “The White Thres 
hold,” and has recently returned 
from U.S.A.. where he lectured 
on contemporary literature at 
New York University 


* * * 


Owing to pressure of work in 
their business, Groome & Laker 
Ltd.. artists and designers, Cyril 
Groome and 
resigned from the 
Charles Kenrick Ltd 


The following reorganisation 
has been made necessary by the 
greatly increased publicity and 
circulation activities of Punch 
and The Countryman during the 
past four years. 

The publisher, W. J. Rutter. 
will now handle the whole of the 
distribution and circulation side 
of the business, and all contracts 
with the trade will be through 
him. R. E. Williams has been 
appointed publicity and sales 
promotion manager and will deal 
with all forms of readership ad 
vertising. N. A, Whinfrey, assis 
tant to Mr. Williams. will now 
become assistant to Mr. Rutter 

Mr. Williams will continue to 
represent Punch on the P.P.A 
Circulation Managers Committec 
and the Controlled Distribution 
Sub-Committee. Mr. Rutter has 
been with Punch for 31 years and 
publisher for the past five years. 

* * * 

John R. Poulton has resigned 
from Grant Advertising Ltd., 
where he was account executive, 
to join the Board of Benington 
Angrave Lid. He started in ad- 
verusing with the old Lord & 
Thomas agency, and went to 
Mather & Crowther in 1939. He 
returned there after war service. 
before joining the London branch 
of N. W. Ayer & Co., Ltd. When 
this branch closed down in 1948 
he went to Grant, whom he has 
represented on the advertising 
advisory committee of the D.E.B 

* * * 

1. Robertson ' regor, who 
has been with Smedley Advertis- 
ing Service, has joined D. J 
Keymer & Co 

* * * 

A. Ward Robotham, advertis- 
ing and fashion photographer, is 
joining Gilchrist Studios Ltd. 
from April 3. 
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ADVERTISER'S WEEKLY 


WORLD 


pan Typical Features from 


recent issues :— 
FASHIONS 


Does Scotland want Home Rule? 
Moray McLaren 


Art of Home Making 
Julia Cairns 


aa 


TRAVEL 


International Tennis Begins 
Brig. J. G. Smyth, v.c., M.c., MP. 
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HUMOUR Did Shakespeare play the Ghost? 
Russell Thorndike 


THEATRE 


Cartoon 
by Strube 


FICTION 


by R. C. Trevelyan 


NATURAL 
HISTORY 


SCIENCE 


G. LINDLEY SPARKES + ADVERTISEMENT DIRECTOR + t14 FLEET STREET 
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Idle Machinery Earns 
No Dividends 


Ov should not overlook the possible significance of the 


statement by Mr. C. B. Wrey that the F.B.I. Standing 
Committee on Advertising will remain in being, though the 
Voluntary Plan has been allowed to lapse. 

This Committee is unique in more ways than one. I[t represents 
all major advertising interests, including, be it noted, the N.P.A., 
the L.S.B.A., and the Advertising Association, as well as the 
F.B.I._ It is thus the only existing body to link the whole adver- 
tising business with organised industry. And, through the 
F.B.L., it has proved an effective instrument of liaison between 
the advertising business and government. 

Little imagination is required to visualise the potential usefulness 
of such a body. 

Although brought into being to deal with a crisis, and at first 
acting in a defensive role, the Committee showed, both in the 
conception and administration of the Voluntary Plan, that it 
could function constructively. If need be, it could again enlist 
the aid of industry to defend advertising. On the other hand, 
it could engage in further constructive activities. 

To allow the Committee to remain dormant, only to be 
resuscitated in the event of emergency, would be to lose an 
opportunity to bring advertising, industry, and perhaps govern- 
ment too, into a close, permanent, and fruitful relationship. 

The machinery for collaboration has been created. It has been 
tested and found to work. But idle machinery earns no dividends. 
Given vision and statesmanship, it could be set in motion again 
to earn for advertising a status in the spheres of industry and 
public service it has never hitherto enjoyed in this country. 


Elementary, My Dear Mikoyan! 
CCORDING to a report in The Observer, Mr. Mikoyan, a 
Soviet vice-premier, has said that the Soviet Union must 

“ think seriously of the development of advertising.” 

This does not mean, as The Observer writer inferred, that 


advertising is to begin in Russia. Even under the Soviet regyme, 
advertising has continued on a limited scale. What it does signify 
is a belated realisation that without the stimulus of the right kind 
of advertising internal trade tends to stagnate because the con- 
sumer has little influence on production or service. 

Declares Mr. Mikoyan: “The planning of trade has to take into 
account factors liable to constant fluctuation A man who 
is planning trade must possess certain creative instincts, a kind of 
commercial intuition, in order accurately to be able to assess 
these factors.” 

And he needs intelligent advertising to help him. We could 
have told Mr. Mikoyan that long ago! 


THE NATIONAL MAGAZINE CO. LTD 


To-morrow’s 


Mar. ANEURIN Bevan’s reference 
to proprietary medicines as “part 
of the racket of civilised society” 
and his expressed intention of 

persuading doctors 
“PILLS 


when prescribing 
MEN’’ AND 


under the National 
Health Service to 
BEVAN cut out “proprie- 
tary medicines 
which are unnecessarily expen- 
sive” evoked, as might have been 
expected, a prompt retort from 
the Proprietary Association of 
Great Britain. And nobody can 
allege this time that their state- 
ment was ignorou by the Press, 
though it was probably with 
somewhat mixed feelings that 
those concerned read splash head- 
lines such as “Pills Men Hit 
Back (Express) and “Medicine 
Men Reply (News Chronicle). 
The retort was effective in so 
far as it refuted Mr. Bevan's 
Statement that two of the pre- 
parations mentioned by him were 
the subject of “heavy advertis- 
ing,” and called attention to the 
fact that most prescribed pro- 
prictaries are advertised only in 
professional and technical 
journals. A strong point was also 
made of the fact that the price 
of proprietaries is inflated by 
Purchase Tax, which is not 
chargeable on the drugs on the 
Minister's list. But there is little 
reason to suppose that the 
Minister will be deflected from 
his purpose 
—_— —_ _- 
MENTION OF newspapers and 
periodicals in the Board of Trade 
annual report on the Monopolies 
and Restrictive Practices Act is 
of interest in that 
PUBLISHERS i: indicates that the 
AND publishing business 
may not remain 
‘MONOPOLY’ immune from in- 
vestigation by the 
Monopolies Commission, though 
so far points raised have related 
to distribution alone 
Three requests have been re- 
ceived by the Board of Trade to 
refer to the Commission com- 
plaints that restrictive agreements 
prevent free entry into the retail 
newsagency business The 
distance rule, whereby supplies 
may be withheld from new 
entrants if their premises are less 
than a given distance from an 
existing newsagent, is objected 
to. The Co-operative Union has 
also raised objection to the rule 
that supplies shall not be made 
available to Co-operative 
Societies. These are requests for 


sgaidbliitnaces — 
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A 
reference to the Commission. It 
does not follow that the com- 
plaints will in fact be referred, 
neither does mention in the report 
carry any adverse imputation. 
= —_— - 
IT HAS LONG been customary for 
company chairmen’s speeches to 
shareholders, or extracts from 
such speeches, to be published 
with company 
IF CHAIR- meeting reports as 
MEN TALK 4vertisements in 
newspapers. And 
POLITICS chairmen have 
often, in the course 
of such speeches, commented on 
current political events in relation 
to the affairs of their companies 
Not until recently has it occurred 
to anyone that the companies 
should be penalised financially 
if they paid for publication of 
speeches containing comments of 
this nature. Now a Labour M.P 
has suggested that when chair- 
men’s speeches are “of a political 
character,” the cost of advertise- 
ments should be disallowed for 
taxation purposes. And the 
Chancellor has replied by repeat- 
ing the well-known principle that 
expenditure for political purposes 
by traders is not allowed to be 
deducted in computing profits for 
purposes of income or profits 
Which gets nobody any- 
where! 

To rule that because a company 
chairman expresses, for example, 
the view that Government policy 
had an adverse effect on the 
prosperity of his business, pay- 
ment for an advertisement con- 
taining a report of his speech 
would be “expenditure for 
political purposes” would appear 
manifestly absurd. Should the 
Inland Revenue authorities take 
such a view, one imagines it 
could be successfully challenged 
in the Courts. 

- el — 
Ont OF THE penalties of putting 
our late enemies “on their feet” 
again is that they become our 
commercial rivals, 
In an  8-page 
GERMAN Swiss Automobile 
Show supplement 
ADS. TO published by the 
THE FORE New York Herald 
Tribune on March 
16, a total of about 2} pages was 
occupied by advertisements from 
German manufacturers. British 
advertisements amounted to less 
than }-page. 
Comment is needless. 


Or is it? 
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Worth cultivating! ¢ 


NICO Mane Coes 
108m Laer 


a0" G4) COnTEm serTED 


P/ 


Young, vital and fashion conscious, she’s always on the lookout for new ideas. 

Like most of her generation, she has an eye on the future and the buying habits she’s forming today will bear 
fruit ian the more responsible years that lie ahead of her. 

Youth conscious agencies like C. D. Notley are fully alive to this ever growing market and their decision to 
take space in the Sunday Pictorial on behalf of Clark's shoes is proof of this. 

For the Sunday Pictorial has a particularly large proportion of younger readers. And, with a weekly sale 

of over 5,000,000 goes right into homes all over the country on the day the whole family has 


time to read the advertisements at leisure. 


Sunday Pictorial 
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Legend And Fact About Agency 
Account Canvassing 


“RESH air works wonders 
in dispelling the stuffiness 
of mind and body. Like 

a breath of fresh air came last 

week's triple development on 

the subject of submission of 
speculative schemes by adver- 
lising agents; first the speedy 
action of certain agents in report- 
ing to the LLP.A. the approach 
made to them by the Society of 

Motor Manufacturers’ and 

Traders; then the equally swift 

assertion of a principle dy the 

Institute; and finally the Society's 

acceptance of that principle. 

The incident did more than 
dispel the clouds of cynicism 
which, through pressure of day- 
to-day competitive practice, some- 
times obscure the theories of good 
conduct, It brought into the open 
the whole controversial subject 
of canvassing by agents, 


* * * 


S always when an issue is not 

openly and squarely faced, 
thought is confused, Vague ideas 
are propounded as ruling gospel. 
A legend arises, In this case the 
legend runs that agencies should 
not canvass, that recognised 
agencies, such as those belonging 
to the LLP.A., must not do so. 
This, as with most legends, is not 


true. Four of the chief bye-laws 
of the LLP.A. on this subject, 
which are reproduced on this 


page, dispose of this legend. The 
Institute’s printed interpretation 
of these bye-laws makes the posi- 
tion still clearer. The bye-laws 
“are not intended to restrain 
members from making their 
services known to advertisers 
; Canvassing for business is 
regarded as legitimate and 
proper provided that it is con- 
ducted with due consideration 
for the prestige of the Institute, 
the common interests of its 
members, and the position of 
practitioners in advertising as 
thoughtful and fully informed 
advisers on the problems they 
set out to solve.” 


* . * 


O much for the legend. Can- 
vassing per se is not barred; 
competition is recognised as a 
legitimate aid to efficiency in ser- 
vice and prosperity in business 


What is barred, however, is the 


What are the ethics? 


sufficiently realistic for modern conditions? 


sales. So with an agency; success 


use of methods of canvassing automatically breeds success; 
likely to “reflect detrimentally there is no harm in an agency 
upon the profession or business publicising its successful cam- 


of 


practitioners in advertising.” 
methods used! 


Cynics say that not all agents 
recognised by 
Proprietors’ Association and the 


incorporated or registered 
The 


“Ay, there's the 


paigns with a view to attracting 
new business. (Alas, that more 
of this is not done; there is more 
than one journal in this country 
which envies the facility with 
which American selling and ad- 
vertising publications obtain case- 
histories of profitable promotion 


to quash a quibble. 


the Newspaper 


Newspaper Society, or by the campaigns.) 
Periodical Proprietors’ Associa- 
tion, are members of the * * * 


L1.P.A. 
the latter's code of practice be 
recognised as valid for all? 
contention is not worth a fleeting to 
thought 
vertising 
agents are members of the Insti- 
tute or not is of no matter in this 
particular issue. 

Some 


Why, therefore, should ERSONAL contacts, too, 

have their worthy place. No 
one expects an agency executive 
live a monastic existence, 
confined within his four walls or 
taking care never to be seen in 
public with anyone but his own 
clients, never mixing in the world. 
Agency executives do their share 
of public work, on local councils, 


This 


The good repute of ad- 
is at stake Whether 


methods of canvassing 


are not in dispute, ¢Xcept among in trade associations, in Parlia- 
the disgruntled and the failures. ment. Must they deny their 
An agent exists by promoting his means of livelihood, shroud 


client’s product. 
other ways, use Press or periodi- 
cal advertising, brochures, house 


He may, among their “profession” in mystery, lest 
someone accuse them of uncthical 


procedure? Of course not. Such 


organs. There is no objection to. men have a unique opportunity 
an agent using similar means, as of winning much-needed public 
many do, to promote his own confidence in advertising; if their 
firm's wares. efforts also result in bringing in 

Again, reputation of a pro-business for their firms, who has 


duct’s qualities leads to increased 


a right to condemn? 


FOUR LLP.A. BYE-LAWS ON STANDARDS OF PRACTICE. 


2. 


3. 


4. 


Every member of the Institute shall carry on his profession 
and business in such a manner as to uphold the dignity and 
interests of the Institute. 

Every member shall refrain from canvassing advertisers or 
prospective advertisers in such a way as to reflect detrimen- 
tally upon the profession or business of incorporated or 
registered practitioners in advertising. 

No member may, without invitation, write to, call upon or 
telephone a client of a fellow-member with a view to 
acquiring his advertising account. 

He may, however, by advertising in the Press or by circular- 
ising printed matter, inform the clients of his fellow- 
members of his organisation, the services he has to offer, 
the campaigns he has handled and the clients he serves. 

No member may submit to a client of another member 
detailed advertising schemes or selling plans, or make any 
report concerning his advertising or marketing, except upon 
the unsolicited and written invitation of the advertiser. 


And what is the practice? 


for a new approach to a thorny problem? 


Are existing standards 
May not the time be ripe 


What methods, then, reflect 
detrimentally, according to ethical 
standards, on the business or pro- 
fession of advertising? Some of 
these are indicated in the Insti- 
tute’s bye-laws and printed inter- 
pretation of the bye-laws. Speci- 
fic though they are, the bye-laws 
are thought by some to fail, 
through incompleteness, to meet 
to-day’s needs and conditions, 
and, yes, widespread practice, for 
only a human ostrich would deny 
that much canvassing goes on 
“underground.” Instances of 
what, under the Institute’s code 
of practice, are, to say the least, 
border-line cases are heard of 
daily. 

Many of these methods are too 
well known among advertising 
men to warrant description here. 
If indeed they do bring advertis- 
ing into disrepute, if advertisers 
themselves object to such 
methods of approach—"‘So this 
is the sort of thing you fellows 
do! My agent's a fool or a 
knave, is he?”—then the sooner 
the code of practice is clarified 
and amplified, and with it en- 
forcement of penalties ensured, 
the better 


™ * * 


UT, it may be argued, does 

the advertiser really object? 
He sends his salesmen out to do 
business Does he resent the 
direct approach of agency sales- 
men secking to do theirs? Are 
these ethical standards sufficiently 
realistic for modern conditions? 
Or are they inspired by those who 
would establish a trade protection 
society? 

Many people are concerned 
with the answers to such ques- 
tions. Most of them have their 
own representative bodies—not 
only the L.1.P.A., but the 1LS.B.A., 
1LS.M.A., LA.M.A. F.B.L, to 
mention but some. And while 
it should be the agencies’ busi- 
ness to keep their own house in 
order, it is nevertheless true that 
agencies exist by virtue of their 
clients’ patronage. Why not a 
round-table conference to find 
the facts and evolve guidance as 
to how new ideas on and new 
approaches to merchandising can 
be laid before advertisers without 
offence to any party? 
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1950-51 edition now in preparation 


HE FBI Register of British Manufacturers is 
the only authorised directory of Members of 
The Federation of British Industries, their products 
and services. Published for The Federation of 
British Industries by Kelly’s Directories Ltd. and 
Iliffe & Sons Ltd., the FBI Register has a guaran- 
teed circulation of 10,000, predominantly overseas. 
To the world’s importers, agents and shippers, 
commercial attaches, Chambers of 
Commerce, Trade Commissioners, 
etc., it is the foremost source of in- 
formation on the products of Britain’s 
leading association of manufacturers. 


/ 


ag RC AI RSME 
ILIFFE & SO 


DORSET HOUSE. STAMFORD ST. LONDON. SE!. WATERLOC 


The 1950-51 FBI Register, now in production, 
will be enlarged, improved and brought fully 
up-to-date. No effort will be spared to ensure 
that it meets every need of foreign buyers seeking 
any type of British product. 
The FBI Register is a world-wide advertising 
medium of exceptional power. Advertisement 
space is available to FBI Members only. Enquiries 
for displayed advertising, in black 
or in colour, should be sent to the 
Directory Publications Dept., Iliffe 
& Sons Ltd., Dorset House, 
Stamford Street, London, S.E.1. 
\S LIMITED 
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Redfern’s Gay 
Jubilee Book 


N outstanding novelty in 

jubilee booklets comes, 

perhaps rather surpris- 
ingly, from Redfern’s Rubber 
Works Lid. Surprisingly be- 
cause one associates Redfern’s 
rather with the older, solid virtues 
than with bright ideas One 
usually finds that even the most 
exciting advertisers grow solemn 
when they come to the prepara- 
tion of a book to mark their 50th 
birthday . 

Redfern’s, on the other hand, 
seem to have adopted the attitude 
that as this is something quite 
apart from their commercial] ad- 
vertising they can afford to break 
out without affecting their adver- 
tising theme, on which they have 
lavished so much care and money 
over the years. 

The cover; measuring 9 by 
54 in., consists of black polka 
dots on an orange ground. On 
it is stuck a label with a wide 
decorative printer's border and 
the words “The SOth year in the 
rubber industry of a firm that 
makes a specialised range of pro- 
ducts very well.” No name. 

The inside cover is covered 
with polka dots in red, white and 


SJ? 


blue. No name. The pages open 
out concertina-wise. There are 
nine of them printed alternately 
white on blue and white on black, 
each page showing a range of 
rubber products in line drawings. 
Stull no name. . Who is this pro- 
voking publisher? 

Open the sheet out to reveal 
another 18 pages in two tiers, and 
one finds (to quote) “A panorama 
of the eventful half century dur- 
ing which Redfern’s have become 
one of the important manufac- 


PRINT REVIEW 
by 
Brian Hilton 


turers in the rubber industry.” 
Each of the 18 pages is of the 
same design-—-a picture, squared 
up, occupying the top half and 
text the bottom half. These pic- 


tures are handled with great skill. 
Not only are they different in 
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Section from “a panorama of the eventful half-century.” 


subject, but also in treatment. 
The job is printed offset. Some 
of the pictures are in full colour, 
others in sepia, others again in 
that olive green that suggests the 
old and faded photograph, others 
in lin> or in two colours, Photo- 
graphs and drawings are mingled. 

There are only about 140 words 
of text on each page. Neatly they 
tink Redfern’s with notable events 
in British history from Mafeking 
Night to the signing of the 
Atlantic Pact—for it is these 
events and not Redfern’s which 
are the subjects of all pictures 
save the last which is a design 
for a factory. There are no head- 
ings except the year of each event 
which is in script figures 

This admirable and most skil- 
fully produced celebratory book- 
let must not be overlooked when 
British printing is being conned 
for exhibition specimens. It was 
designed and produced by Arthur 
Upton (London) Ltd 

* * * 


“IN view of your remarks on 
Garamond (ADVERTISER'S 
Weexty, February 9) perhaps 
you may be interested in the 
enclosed booklet recently printed 
for us by Balding & Mansell,” 
writes Mr. K. S. Meakin, of Aero 
Research Limited 

His booklet is a 60 page loose 
leaf job dealing with the proper- 
ties and uses of Adhesives for 
Industry, which is its title. Gara- 
mond has been used throughout 
except for the thumb index, for 
which presumably it was too wide 
as a narrow modern has been 
used in its stead. The title page 
gives the impression of amateur- 
ish design and is set in Garamond 
italic caps 

The rest of the book shows off 
Garamond to advantage. It is 
printed on an antique wove which 
gives that slight thickening for 
which the face was originally 


. 


designed and thus improves the 
overall colour. 

Chapter headings are red in 
i8 pt. Garamond bold italics 
upper and lower case. As red is 
apt to create an optical spread 
which makes many types look 
bolder than they are, probably 
Garamond light italics would 
have been even better, but the 
present choice is by no means 
unhappy. 

Undoubtedly Garamond is an 
excellent face for large quanti- 
ties of text matter on rough sur- 
faced papers. But it is not a type 
with which one can play tricks; 
it demands its own conditions or 
it is out of place. It is completely 
unsuited to the cover of this book 
on which it is printed in silver 
ink on a hard leather-grained 
paper of deep blue. Fancy covers 
of this kind need sharp typefaces 
and in largish sizes, especially if 
they are to be printed in difficult 
mediums like silver ink. 

While, therefore, I agree that 
Garamond is excellent for the 
text of this book I should not 
have chosen it for a job which 
called for a narrow face for a 
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THE TATLER MERELY WISHES TO 
POINT OUT THAT HIS SPRING NUMBER 
THIS WEEK CONTAINS EIGHTY-FOUR 
ADVERTISERS ANNOUNCEMENTS — NO 
LESS THAN FOURTEEN OF THEM 
USING FULL PAGE SPACE. THERE 
IS NO LIMIT TO THE SPACE YOU MAY 
Have IN THE TATCER.. yvust 


TELEPHONE W.T.CARPENTER - HOL.6955 
THE JFATLER EXCELS AT SELLING 
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“My Lady” in Lincoln has, in 
one week, r1oLOCAL FASHION 
HOUSE advertisements from 
which to choose her new Spring 
ee ee 

“Father” buying thatnewRADIO, 
is enticed by 5 LOCAL DEALERS; 
and 6 BUILDERS AND 
DECORATORS offer him their 
services for Springtime painting 
and decorating 


Fully Feshioned 


STOCKING EVENT! 


| commences rmosy reomer *“\) 


ral 


LOFAL 
SHOPS & BUSINESSES 
ADVERTISING IN THE 

\. LINCOLNSHIRE ECHO 
\. IN ONE WEE 


| what 


if vou sell in and around 
Lincoln, your business 
is local. and the loeal 
newspaper must carry 
your advertising. 


LINC 


| strong 


OLNSHIRE 
ECHO 


TRADE ADVERTISEMENT RATE 
1 insertion 7/6 * 13 insertions 7/+ per s.c. inch 
One of the sivteen nevespapers serviced by the Advertisement Department of 
WORTHCLIFFE NEWSPAPERS GROUP LID. R. MH. PENNEY, Advertisement 
CARMELITE HOUSE * LONDON - E.C.4- CENTRAL 6000. 


Director 


Print Review—continued. 


| thumb index and a sharp face for 


a fancy board cover. 
* * 


THe veRY NeXT job I pick up 


also employs Garamond for text, 


but prints it on a coated stock. 
It is a booklet entitled Alum- 
inium Alloys in Structural Engin- 
eering produced by The British 
Aluminium Company, Ltd. The 
cover, which is printed in black 
and pale blue carries the title in 
has the appearance of 
Thorne Shaded, a kind of three 
dimensional Caslon, for the first 
two words and Gill 


Marcu 23, 1950 


the pages in art board covers, 
very strongly designed in yellow 
and grey, and have bound the 
whole Spirax. The book provides 
a swift guide to type, process and 
printing, and is well illustrated 
The text, on art paper, is set in 
Bodoni, with a few small panels 
here and there in Garamond 
italics, as a means of illustrating 
the passages in Garamond. 
* * * 

IF YOU WANT to See an ex- 
tremely pleasant piece of setting 
in Times, get a copy of The Times 
by Air, a booklet produced by 
The Times to tell the story of the 


extra bold for the 
last three The 
treatment is fre- 
peated on the first 
page after the con- 
tents, which is set 
in Gill. Through- 
out the book Gill 
is used for display 
lines and Gara- 
mond for text. The 
surfaced paper, 
which gives 
strength and pre- 
cision to Gill 
makes the Gara- 
mond weak and 
spidery. Why not 
Times or Plantin in 
various weights for 
both text and dis- 
play? 
. - 

THe NEW 
brochure and 
literature backing 
up trade and 
national advertis- 
ing for Thomas 


French's *Ruffi- 
ette’ curtain tape 
should find its way into an exhi- 
bition of print. It is a fine 


| example of print that packs a 


punch, and which is carefully 
planned to play a definite part 
in a mechandising campaign. 

Measuring 14 in. by 94 in. the 
brochure is landscape and the 
Pages are stepped so that each 
is visibly indexed along its edge 
These edges alternate white on 
green and green on white. The 
cover, in orange and green on 
white shouts “More than 10 mil- 
lion women wil] hear more about 
Rufflette brand. How many of 
them will you serve?" The suc- 
cessive pages show how Rufflette 
will be advertised in Press, film, 
exhibition and book 

The book is accompanied by a 
sales letter and by an 
order form for free point of sale 
1ids. The order form is in the 
form of a card which can be 
posted. A point worth noting is 
that the card is not reply-paid; 
the dealer As to put on a stamp. 
French's, who have wide experi- 
evidently feel that if the 
dealer isn’t interested enough to 
pay for a stamp he can’t be much 
good to them 

* * * 

Cc. & E. Layton Ltn. have re- 
printed as a brochure the 24-page 
editorial feature in The Ambas- 
sador last year on the art of re- 
production. They have enclosed 


ence, 


“Why not Times or Plantin?” 


edition printed on India paper to 
go by air to all parts of the 
world. The page is trimmed to 
9 by 64 in. Text is 10 pt. Times 
set to 25 ems § pts. leaded. For- 
edge margin is 9 ems and gutter 
54. Head and foot margins vary 
quite a bit according to the 
amount of matter to be accom 
modated, but the foot can be 
taken as 114 Headings are in 
9 pt. caps letterspaced with a 
14 pt. ascending initial for the 
first word. 

The cover is a clever piece of 
design in which a pale tint of 
dark blue is used for an aero 
plane flying across a cloudy sky 
in black and white. At the foot 
the title is set quite simply on a 
dark blue panel. 

* * * 

I aM NOT a student of the pig 
Press, and cannot assess the prob 
ability that pig keepers will have 
read in the trade papers reports 
of the Pig Conference organised 
by R. & W. Pau! Ltd. last 
November. If the speeches then 
made were not given adequate 
publicity the bound report now 
issued by Paul’s will have a wide 
welcome. 

The report is contained in a 2 
page booklet. which, though in 
expensively produced, made more 
interesting by a series of amusin 
thumbnail sketches through the 
text. 
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Day and night deliveries 


dl 


This company operates 23 motor vehicles and 
9 motor-cycle combinations in its transport 
system. A_ special maintenanee staff is 
employed with its own garage and equipment, 
and altogether over sixty people are employed 
in the dispatch departments in London, Bristol 
and Birm ngham. Strict control of mileage 
necessitates accurate routing of all vehicles 
Five “first-class” routes in the London area 
are shown alongside: customers on these 
routes have the benefit of Layton Service calls 
four times a day. There are six secondary 


routes served a little less frequently 


LONDON 


é 


Standard House, Farringdon St., London, 


E.C 4 Telephone CENiral 2020 
BIRMINGHAM 


65 Livery St., Birmingham, 3. Telephone: 


CENtral 7971. 
BRISTOL 


669671 Fishponds Road, Bristol. Tele- 


phone » FISHPONDS $5373 4. 


to give you better Service.. 


The Layton Group night delivery service in association with the 
day service ensures that settings and blocks completed overnight 
are delivered in London at the earliest possible moment. If the 
material is destined for the Provinces, the first available train is 
caught — all main line railway stations are on a regular day and 
night schedule. In addition, a special service is maintained at 
night for the dispatch of material to the London and Provincial 
daily newspapers. 


LAYTON service 


— -_ -—— — - —_—-— _ ee 
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Tommy, Dick and Henry, Mary, Jane and Pamela, they all know a good thing 
when they see one. More often than not it’s wrapped up in a crackly piece of 
paper, has a sweet taste and a capacity for spreading itself fairly evenly over the 
face of younger Britain. There are over 100,000 children in Nottingham. 100,000 
children to be fed, clothed and kept reasonably clean. They take up a lot of the 
time of a lot of anxious parents. 

Can you be of any assistance ? Would these same parents be interested in your 
product for their youngsters ? If so it would help them enormously, and pay you, 
to advertise in the Nottingham Journal and the Nottingham Evening News, the 
local papers in Nottingham. They’re read by nearly everyone and people have 
learned to depend on them for fairness and sound judgment. A good, solid 


background like this gives weight to any advertising. For your product it means 


an introduction into thousands of homes by a trusted ‘ friend of the family.’ So 


don’t forget those 100,000 children! They know a good thing when they see one 


—and so do their parents. So /et them see it, in their own local newspapers. 


WESTMINSTER PRESS PAPERS e@ 
in the East Midlands Area: 'p 
COVERS THE PROVINCES 


JOTTINGHAM JOURNAL oionsise, 
JOTTINGHAM EVENING NEWS 2202 


ERNEST LUMSDON : London Advertisement Director 


ESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD 
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() Advertising 
(_} Air Conditioning 
C) Architecture 
f 


i 


{-) Baking and Bakers’ Supplies 
(} Blacksmithing and Welding 
{| Books, Stationery 
|_| Broadcasting 
{.) Building, Construction & 
Materials 
() Building Maintenance 
Equipment 
(_) Business and Finance 
{_) Carbonated Drinks and 
Brewing 
_) Chemistry 
oj China, Glass and Ceramics 
() Clothing, Millinery and 
Yardage 
[} Coal and Fuel 
|) Cosmetics and Perfumes 
| Dentistry 
Dogs & Pets 
Education 
Electrical Equipment 4& 
Appliances 
(") Engineering 
|) Farm Implement Trade 
Feed 
(} Fishing & Fish Storage 
'} Food Processing and Canning 
Frozen Foods 
Fur Trade 
Furniture and Furnishings 
}) Gas 
Grocery Trade 
Health 
Heating & Plumbing 
7 Hotels and Restaurants 


CHECK THE MARKET 
YOU WANT ¥0 SELL 
IN CANADA 


) Industrial Management 
& Processing 
[) Insurance 
() Ironmongery & Hardware 
Jewellery & Optometry 
Laundry, Dry Cleaning 
} Leather 
Lumbering & Woodworking 
Meats 
Medicine, Hospitals. 
Nursing etc 
Metal Working Industry 
Milk & Milk Products 
Milling, Flour & Feed 
Mining 
Municipal 
Oil and Petroleum 
Office Equipment 
Packaging & Shipping 
Paint & Varnish 
Paper 
Photography 
Plastics 
Power and Power Plants 
Printing and Publishing 
Process & Fabrication 
Machinery 
| Railways 
Refrigeration 
Retailers and Wholesalers 
Road Transport 
Shipping & Marine 
Sporting Goods 
Textiles 
Tobacco Trade 
Tourist Trade 
Toys and Games 
Uniforms 
Warehousing & Storage 
Wireless & Television 


poooonon 


f 


The Business Newspapers Association is composed of over | 00 


trade papers 
Canadion trade and indu 

management. Market inform« 
tising rates covering the r 
be sent to yc 


brings y 1 prompt reply 


i without obliga! 


and other periodic 
~. manufact 


3 serving all sections of 
uring, finance and 


tion, sample copies and adver 


i ket you want to reach will gladly 
ion 


n only a few days.) 


*(Your request by airmail 


* BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 
137 WELLINGTON STREET WEST, TORONTO, CANADA 


*You may «re 


Govern T «f 


Canadian bus 


newer 


papers at the offices of the Canadian 
Liverpool, Glasgow, Belfast 


| den, must 


} as “electronographic,” 


| developing 


| print, 


The 44th Penrose Annual 


Penrose Annual, 44h edition, Edited 

R. ishenden. (Percy Lund & 

wmphrics Co.. Lid. 24s.) 

The pundits have been lavish 
in their praise of Penrose Annual: 
this, the 44th number, is most 
certainly a beautiful job, on 
which the editor, R. B. Fishen- 
be warmly compli- 
mented. He and his contributors 
have given us something to enjoy 


| with pleasure and profit. 


Like its predecessors, this num- 
ber must be diligently studied. 
There is far too much to it that 
cannot be appreciated by a 
casual perusal. The whole 
gamut of the graphic arts is 
covered, and much more that is 
important to print producer, pub- 
lisher and advertiser. Between 
the rich red boards is a wealth 
of information and much to 
stimulate our thinking. 

In this age of science, it is not 
surprising to find in the 80-page 
technica! section words that have 
a distinct laboratory flavour, such 
“xero- 

com- 
“radio-active iso- 
types.” Such terms give some 
indication of the thoroughness 
and resourcefulness with which 


graphy,” “photochemical 
posing,” and 


| the printing and ancillary trades 


are tackling their problems, and 
ideas and processes 
that will ensure that Britain re- 
tains her lead in the world of 
In this endeavour, the 44th 
Penrose will become a vital aid. 
fo many readers this section will 
prove exhilarating, running as it 


| does from an article on the work 


of the Printing and Allied Trade 
Research Association by G. L. 
Riddell, through the whole range 
of technical development, with a 
dramatic dissertation upon the 
application of atomic research to 
the printing industry. 

here is much of practical 
interest to publishers, typo- 
graphers, and production execu- 
tives. The future of the typo- 
grapher is discussed by Charles 
L. Pickering. Another article of 
profound importance in this sec- 
tion is “The Publisher and Typo- 
grapher” by Desmond Flower 
Both authors have much of value 
to say on the effective and artistic 
use of type 

Production men and artists will 
appreciate the Gordon Cullen 
drawings, reproduced from the 
Architectural Review, for the 


| lessons they give on the need for 


a closer link between the artist's 
original and the normal reproduc- 
tion processes. This is seldom 
achieved because many artists 
fail to study methods and to co- 
operate with the photographic 
reproducers. 

The recent rapid developments 
of mechanical] silk-screen printing 
have been recognised by the pub- 


lishers, and Penrose carries, for 
the first time in its history, I 
believe, a full-colour page printed 
by the process. Distinction of 
executing this job fell to Display- 
craft Ltd. The design is from an 
original by William Grimwood, 
used for the cover of King 
Penguin book. 

Mr. Alec Davis, writing on the 
Trade and Technical Press, says | 
“there must be improvement in 
the trade Press if it is to give a 
favourable impression of British 
industry.” The author backs up 
this conclusion with suggestions 
for improving presentation in 
these vital organs of the industrial 
and commercial world. 

Penrose Annual is more than 
worth its price.—E.A.G. 


Having Fun With 
A Layout 


Att, £4 "% » March 1950. (The 

If you have ever been con- 
cerned with making up a maga- 
zine, you will appreciate how 
much fun the editors of Art & 
Industry are having with their 
new format. The first 27 pages 
of the present issue are entirely 
visual in appeal. Typography 
and layout of beautiful blocks 
(half-tone and full colour), are 
evidently the major consideration 
The beginning of the text is 
fitted in, set very wide and leaded 
amply, a little too amply. The 
rest of the article, all the adver- 
tisements and a variety of piece- 
meal features (News and Notes, 
etc.) are unceremoniously packed 
off to the back of the book and 
there accommodated as best they 
can be. 

The beauty of some contem- 
porary French direct mail shots 
is well brought out by this pic- 
torial technique, and Frank 
Rowlinson’s article on the United 
Steel Co.’s experimental adver- 
tising technique is similarly well 
illustrated.—E.H.M. 


Anatomical Atlas for the 
Student (Nursing Mirror, 2s. 64.) 
by Miss D. L. Holland, sister 
tutor, Guy's Hospital, shows, by 
means of eight excellent coloured 
diagrams, the body framework 
and its muscular, food, breathing, 
bloodstream, urinary, nervous, 
and reproductive systems—with 
explanatory notes. 


Cope’s Racegoer's Encyclo- 
pedia. 1950 (David Cope Ltd., 
2s. 6d.) contains much informa 
tion of interest and value to the 
follower of horse racing. Lord 
Irwin contributes a foreword. 
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151,350 average weekly 


Member A.B.C. net sale for 1949 


The Listener is read by 151,000 people 


and women who have both the mind jo 
every week. A quarter page advertisement appreciate and the means to buy a quality 
in it costs only £32. This means that your product. If you wish to reach such a 
advertising reaches 236 people for every shilling concentrated market of thinking people — 
spent. A good advertising “buy”, especially economically —then The Listener is the 
because you are reaching an audience of men journal for your advertising. 


The Listener 


ADVERTISEMENT DEPARTMENT, B.B.C. PUBLICATIONS, BROADCASTING HOUSE, PORTLAND PLACE, LONDON, W.) 
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N_ Arab philosopher was 

eating dates by lantern 

light. He looked at the 
first date. It was bad. He 
threw it away. The second was 
bad also. He threw it away 
Likewise the third, and the 
fourth... . 

Being a philosopher, (and an 
Arab) he blew out the lantern 
and ate the rest of his dates in 
the dark 

Hard though it is to stomach 
the fact, there is a danger that 
something of his complacency is 
beginning to permeate the weekly 
newspaper field 

With an imposing mass of data 
the advertisement manager of a 
well-established series tried to 
persuade me, recently, that it 
would be hard to find instances of 
real initiative and _ enterprise 
among our weeklies to-day. Some 
of his contentions were hard to 
resist, but, unlike the desert 
philosopher, I was unable to 
swallow everything Let us 
examine the gloomy proposition 
further. 

* * * 


Y friend instanced the 
general election. Polling day 

being Thursday, which is publi 
cation day for many weeklies, 
presented the managements with 
a problem—or an opportunity 
Some few held back the issue to 
carry the local result or results 
though, of course, readers would 
have heard the figures by radio, 
or seen them in the daily paper as 
soon, and probably sooner 

But how many weeklies stepped 
forward, and by advancing publi 
cation to the Wednesday seized 
the chance of an eve of election 
edition? Not only would this 
course have presented readers 
with a last minute news-service of 
vital interest, but it would have 
secured for the paper an extra 
week's election advertisements 
As many weeklies cover two oF 
three constituencies, this would 
have yielded a worthwhile 
revenue. 

la one Parliamentary division 
a political party itself took the 
initiative and presented this idea 
to its local paper, with a guaran 
tee of strong advertisement sup 
port. But the suggestion was 
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Weeklies 


Complacency Or Enterprise: Which Is It 
To Be In The Weekly Field? 


By WILTON EVAN, 


A new contributor to ADVERTISER’S WEEKLY, 
who will comment each month on develop- 
ments in the weekly newspaper field, with 
emphasis on the advertising side, and give 
examples of enterprise (or the reverse). 


considered “impracticable.” 

In other words the paper's 
waiting list of advertisers is sub 
stantial, and the management 
couldn't care less 

A surfeit of advertising, in 
wusterity size papers, can be 
either a challenge to ingenuity or 
af soporific, 

. * * 

= indication of what the 

good-class weeklies are up 
against is provided by the Oxford 
Times. The imposition of a nine 
page average obliges them to 
limit display advertisements to a 
4 inch dc, and even then they 
cannot accept more than a pro 
portion of the orders offered 
Before the war the Oxford Times 
ran 32 pages weekly and the 
editorial side complain that the 
space now available does not 
permit them to offer the public 
even a reasonable minimum 
weekly summary of what goes on 
All special features have been 
chminated and nothing less than 
a regular 12 page paper will allow 
their revival. 

In almost as difficult a situa 
tion is the North Berks Herald, 
a Stable companion. Many other 
weekly papers are in a similar 
prosperous plight Yet, despite 
all these complexities, most adver 
tising men are quick to avoid the 
quagmire of complacency 

So, from the city of dreaming 
spires to the bustle of the Mid 
lands, we have evidence aplenty 
to confute the jaundiced view 
that enterprise is drying up 

What is happening. of course 
is that it is finding new forms of 
expression, 

* * * 
= for example, the 
latest move of Home 
Counties Newspapers Lid of 
Luton. They are publishing a 
monthly bulletin called Shop 


Talk, which is circulated to all 
local and prospective advertisers 
Much of the information is taken 
from the Newspaper Society's 
monthly publication Talking 
Points. 1 have yet to hear of any 
other weekly newspaper organ- 
isation making local publication 
of this material which is appre 
ciated by the retailer for the 
information and help it gives 
when planning his campaign 

Local retailers, and other busi- 
ness executives, were told in the 
first issue: “There is no seller's 
market now, and salesmanship 
is becoming vitally important. It 
is no use now waiting for the 
customer to come and queue up 
at one’s door. Every retailer, 
every business man and woman 
who offers goods and services to 
the public is now wanting to 
know of the aid-to-sale cam 
paigns that their own suppliers 
are contemplating as an en- 
couragement to customer 
demand. 

The question is well posed 
How often has the manufacturer 
of a branded commodity em 
barked on a Press advertising 
campaign without letting his 
retailer know, without providing 
shop window, shelf and counter 
display material; without suggest 
ing advertising schemes and ideas 
that the retailer himself can use 
in his local paper to reinforce the 
commodity campaign? 

Shop Talk aims at filling this 
sap. A most useful feature is a 
list of national advertising 
scheduled for insertion in the 
cvlumns of the local newspaper 
sponsoring the bulletin—-which is 
being published for each of the 
ten newspapers in the Home 
Counties group. This list of sup 
pliers enables local retailers to 
tie-up with their bookings for 
shop window displays and their 


own advertising. Comment and 
suggestions for subsequent issues 
of Shop Talk have been invited 
from all recipients 

Here is a positive example of 
enterprises which will pay good 
dividends, not only in cash but 
in goodwill 


* * . 


— are never lacking either 
where the Wolverhampton 
Chronicle is concerned, and fea 
tures recently which have at 
tracted good advertising support 
are fertile in their conception and 
first-class in presentation. 

Especially do 1 commend 
“Pages from my Diary.” A full 
page of advertisements hinges on 
facsimile extracts from the diary 
of a local housewife. It record 
the commonplaces of life, like 
“broke two cups”——and a house 
hold stores builds its ad. on this 
item. The idea has limitless pos 
sibilities. The diary will be re 
peated, at intervals, with different 
contributors, 

Even in the drab days of 
February the Wolverhampton 
Chronicle was looking ahead, and 
running a complete page holiday 
guide of smalls. Each seaside 
resort was under a sign-post sec 
tion, with an indent black ten 
line write-up listing the attractions 
in snap-shot style, and mention 
ing the rail and coach fares. Each 
week a different resort is pic 
tured as a centre block 

Another good feature was 

Seventy-Five Years of Service” 
with the two centre columns giv 
ing the history of long-established 
firms, flanked by supporting ad 
vertisements 


. * * 


INCE newsprint restrictions 
eased the North London 
Observer series have tried, on a 
nodest scale, to resume publica 
tion of special composite adver 
tisement features Ihe main 
reason for this” policy is the 
simple fact that a good. topical 
feature of this kind does pull 
results 
One trader told the papers 
advertisement manager the week 
after a composite had been 
printed in conjunction with the 
showing of a new British musical 
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film, that he had been inundated 
with inquiries. Sure sign of the 
success of these features is that 
a number of advertisers not only 
take space in them regularly but 


ask to be advised of future 
schemes. Films provide an ob- 
vious “angle” but by no means 
the only one. When “Hamlet” 


was screened locally for example 
the Observer printed a number of 
advertisements each headed with 
an appropriate quotation from 
the play 


An essential is the provision 
of editorial matter. not neces 
sarily about the advertisers but 


certainly about the theme of the 
feature News, when it is 
assured on a large scale, provides 
an obvious tie-up. The North 
London Observer was one firm 
which did cash in on the general 
election. They ran a neat com 
posite with contrasting advertise 
ments, each headed “Certain to 
be Elected.” A variety of other 
composites are scheduled. 


* * . 


PPORTUNITIES for local 
papers to play a prominent 
part in the life of the community 
are many. Recently the Kent 
Messenger organised a church 
poster competition on behalf of 
the publicity committee of the 
Canterbury diocese. Entries, which 
came from as far away as Not- 
tingham and Devon, showed con- 
siderable ingenuity of idea, and 
high executive ability, according 
to the Bishop of Croydon, one of 
the judges 
On another track, the Kent 
Messenger is to revive in June its 
veteran car rally, which was 
organised on a number of occa 
sions before the war, in co 
operation with the Automobile 
Association and the Veteran Car 
Club. A_ different route was 
selected each year, and the pass- 
ing of the “old crocks” caused a 
sensation everywhere A most 
enjoyable day ended with tea, at 
which Mr. H. R. Pratt Boorman 
proprietor of the Kent Mes- 
senger, presented souvenirs to 
each entrant and official.  Inci 
dentally the present editor of 
ADVERTISER'S Weekty, then a 
member of the Kent Messenger 
staff, acted as secretary to the 
committee organising these rallies 
Such goodwill efforts help. in 
an indefinable way. to strengthen 
the home ties, and the pull of a 
weekly paper Were proof 
needed one could refer to the 
recent experience of Dunnings, 
a well-known Maidstone firm. 
who had never used local or 
county Press advertising until 
recently 
Then, for the first time they 
used the Kent Messenger and 
South Eastern Gazette for a 
“blue-pencil” sale announcement 
Results were astounding, records 
went down like ninepins. Police 
were called to marshal the 
queues. Pressure was so great 
that one officer was pushed 
through a plate glass window. 
which made a front page lead in 
the Evening Standard. and 


considerable national! 
* 
MITATION is the sincerest 
form of flattery In spot 
lighting some examples of enter 
prise. culled at random, the 
writer's hope is that others may 


received 
publicity. 
> 


find them suitable for emulation 
or adaptation Undoubtedly 
many similar--and perhaps 
better—instances will present 


themselves in the months ahead 
What of the weeklies in our holi 
day resorts, for example, with 
their unique opportunity of ap 
pealing to readers definitely in 
the mood for spending? How 
many of them are taking time by 
the forelock and planning sum 
mer features in advance? 

On balance, I am confident, it 
will be found that our weeklies 
are not sitting back, placidly. In 
some quarters, however, enter 
prise needs a fillip. One pros- 
perous suburban series has not 
even bothered to appoint an ad- 
vertisement manager following 
the wartime disappearance of the 
holder of that office. Fantastic 
but true. 


“Gravesend Reporter” 
Celebrates Progress 


“Since we met last year the 
firm has made _further remark - 
able progress," Mr. W. J 
Holland, chairman of the 
Gravesend and Dartford Reporter 
Ltd., said at the staff dinner 
recently 

Circulation had mounted and 
plans had been made to widen 
the paper's sphere of influence 

Guests included Mr. T. F 
Clarke (Director, R. F. White and 
Son, advertising agents), Mr 
H. J. C. Stevens (Secretary, Daily 
Telegraph, London), Mr. H. G 
Pothecary (London manager. 
Amalgamated Press}, Mr 
Laurence Vine (Deputy Chair 
man, London Sessions), Mr. E. H 
Jeffs (editor, Christian World), 
Mr. G Jackson (Reporter 
arn representative), and Mr 

L Martin (advertising 
oan Sussex County Express 
series). 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous and 
prosperous area of South-West 
Middlesex. 


NET SALES 


41,692 


A.B.C. 


13% HIGH STREET 
HOUNSLOW 
Phone ; HOUnsiow 00/6-7-8 
Lendon : Jackson, 
Chimeras inn Bea HOL MI! 
Feunder Mamber Landon Suburban 
and Home Counties Press Group 
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1704 “Small Ads” 


the equivalent of 722 inches 
appeared in four consecutive 
issues of the 


Essex County Standard 


* There can't be much wrong 
with a paper like that ! 


Ee ee 


THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 54, 182 weexcy asc) 


London Representative 
DAVID L. CLACKSON, 80, FLEET STREET, E.C.4, (centro! 2626) 
ee ee 


LARGEST NET SALE (WwW KENT 


KENTISH TIMES 


SERIES OF EIGHT VOCALISED EDITIONS 
A.B.C. CERTIFIED NET SALES WEEKLY 


80,528 


The weekly average of small classified Anat is 1,249 inches, equalling 51 columns, 
Rates on application 


Advertisement Flat Rate 20/- per s.c. inch 


TIMES BUILDINGS SIDCUP _ Tei. Foor: Gray 3077 (0 ines) 
London Office: 329 High Holborn, W.C.1 Tei: Holborn 2730 


ais at Bromley, Orpington, Elthern, Bexleyheath, Erith and Dertford 


BOLTON STANDARD TO ADVERTISING AGENTS 


Obviously we cannot help every- 
body or undertake all jobs that are 
oflered us, but your job may just fic 
im with our production schedule 
Try us —~ it's worth » rong 


G. F. Tomkin Led., priwreas 


‘ 1S BEST VALUE FOR MONEY 
The medium for every 
National Advertiser 
BOOK A SERIES NOW 


“ ices GC Green 
Display _ a leg Loyeonstens, @.81 ley eas 
VICTORIA ST., BOLTON 
Tel. 4762 (8 lines) | 
London: 115 High Holborn B.C.4 Lp 
Chancery 8768/4 
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Who’s the owner ? 


The chances are: (1) He’s a farmer who has 
always farmed on a large scale. (2) He’s an 
estate owner supplementing income, or (3) 
A big businessman—WITH CAPITAL! 


All the editorial in SPORT & COUNTRY is 
attuned to this kind of readership which 
represents a veritable goldmine for adver- 
tisers of agricultural and horticultural capital 
equipment. If you are in this business, make 
it YOUR business to see that your advertising 


SPORT & 


GOUN RY 


THE ONLY ILLUSTRATED NEWSPAPER DEVOTED EXCLUSIVELY TO THE BUSINESS 
SPORTING AND SOCIAL ACTIVITIES OF THE AGRICULTURAL INDUSTRY. 


GRAHAME E. BISHOP, Advertisement Manager, 


Commonwealth House, New Oxford Street, London WoC. HOLAborn 695; 
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These Are Advertising In 
The Weeklies 


Many new national campaigns include an increasi 
number for fashion advertisers, reports LONDON REP. 


HE usual spring activity, the 
general election, and the 
National Sewing Week all com- 
bined to give the weeklies a most 
healthy looking appearance of 
late. The extra newsprint has 
certainly been very useful. Several 
weeklies built special pages 
around the election—very newsy 
ones too—-and also around Sew- 
ing Week which included such 
well-known names as Coats, 
Klienerts, “Sylko” and the Inter- 
national Woo] Secretariat 

Composites featuring the elec 
tion included one, in the Dun- 
stable Borough Gazette, headed 
“Candidates for your Custom”; 
another paper ran a page headed 
“Voting Time is here Again”; 
strongly supported by local adver- 
tisers. 

Many new national campaigns 
include an increasing number for 
fashion advertisers Lewoolin 
Clothes 8 in. doubles, for 
example, are going into a big 
list up and down the country 

Dog food advertising is also to 
the front, for a new scheme 
appears for Mixbars, also smal! 
spaces for Wiles Dog Food and 
Vims. The last named is of 
special interest, for readers wil! 
recal] that the weeklies often 
carried this advertising in pre- 
war days. Also new, and in 
thany papers, were Greens 
“Ranger” Gang Mowers, and 
Dispa (for the wash) the latter 
spaces seeming to go more in 
the Home Counties. The C.W.S 
were also active recently, normal 
advertising being added to by 
Cascade Washing Powder spaces 
in numerous weeklies 

Other household products 
which caught the eye were Wim 
sol Household Fluid in 6 in 
doubles, and in the West country 
more particularly, Lifeguard dis- 
infectant eight doubles. Spaces 
for Plasmon Oats were in some 
weeklies. If I am not mistaken 
Plasmon Oats used often to be in 
weeklies in the past, but this was 
the first time I had seen the 
advertising for quite a while 

With so little cigarette adver- 
tising in the weeklies just now, 
it is interesting to note Richmond 
Gem and also some Filtertips 
displays in some areas. Also new 
were spaces for Evans Lamb 
Dysentery Serum, six doubles 
appearing in various agricultural 
areas It is pleasing to see 
Murdochs, the piano firm, with 
many branches again using 
weeklies in many parts of the 
country. Murdochs restarted this 
advertising before Christmas 
Timothy Whites & Taylor is 
another old supporter of the 
weekly Press back again and 


} using weeklies covering their 


many branches 
Oxw, another reaular user, were 


in again and usigg 11 in. triples 
in some parts, and more papers 
appeared to be used for 
McDougalls Self Raising Flour, 
some spaces featuring a £125 
Recipe Competition. Yet another 
widespread and new scheme is 
that for Crown Wallpapers, four 
doubles being used This is a 
Wallpaper Manufacturers Ltd., 
product and, so far as | can re- 
member, it is the first such 
scheme in the weeklies for 
Crown. Four singles for Dry Fly 
Sherry (Findlater Mackie Todd) 


NEW ADVERTISERS 
Lewoolin clothes, Vims, Middle- 
ton Tower, Kiwi floor and furni- 
ture polish, Superise flour, The 
Smallholder, Cactus Shoes, “Dis- 
neyland” Nursery Wools, Better- 
way Panels, J. L. Clucas (seeds), 
McDougalls self raising flour 
Timothy Whites & Taylors. 
Murdochs (pianos), Crown wall- 
papers, Dry Fly sherry (Find- 
later Mackie Todd), Leeway baby 
carriages, T. Wall & Sons Ltd 
Permutit, Llandudno, Southsea 
Wimsol, Greens “Ranger” Gang 
mowers, Mixbars, De Witts Pills. 
Filtertips, Richmond Gem cigar- 
ettes, Evans medical supplies. 
Wiles dog food, Cascade (C_W.S.) 
Plasmon Oats, Lifeguard Disin- 
fectant, Daily Mail Ideal Home 
Exhibition, Daily Mail (New 

London edition). 


were in some weeklies, Leeway 
Baby Carriages. Nine Elms Paint 
(Farmiloes) and the Permutit 
Water Softener were noted. 

Another interesting new scheme 
appears for Betterway Panels, 
these 8 in. doubles being headed 
“Save Money on Furniture”; they 
illustrate a new idea showing how 
articles of furniture can be self- 
assembled. J Clucas, seed 
growers, in the weeklies from time 
to time, were back again, and 
Kiwi furniture polish spaces 
offering £250 furniture prizes 
were appearing in London area 
weeklies 

Publisher advertising has been 
much to the front of late. We 
have had the Sunday Dispatch 
announcing their new “Caroline” 
serial and the Daily Mail taking 
separate displays to announce 
the new London edition, also for 
serialisation of “Morning Depar- 
ture.” The People also went big 
again with eleven triples featuring 
serialisation of Ingrid Bergman's 
Love Affairs, all of which went in 
a big list of weeklies. In the 
provinces, the Manchester 
Guardian is keeping up with its 
campaign in numerous weeklies 
in the North and Midlands. For 
The Smallholder 3 in. doubles 

appeared 
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GOOD TIMING in every printing job calls 
for clockwork efficiency combined with sound 
workmanship and these in turn demand 
responsible personal attention from start to 
finish. This is 2 service which we have given 
to National Advertisers for 36 years. We 
create ana produce original showcards, 
posters, cut-outs and novelties by every 
known process. A director is at your service 
— contact us at REGent 3295-6. 
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HARRIS ADVERTISING LTD 29-30 KINGLY STREET - OXFORD CIRCUS + LONDON wW.!I REG 3295-6 
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BRITISH ENGRAVING 


32.TOTTENHAM ST.LO 
ADVERTISING AGENTS 
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THE ADVERTISING DEPARTMENT, 


THE BET. FEDERATION ITD. 


88, KINGSWAY, LONDON, W.C.2. TELEPHONE: HOLBORN 7888 


Controls advertising space on 
6,500 Buses in 24 Counties 
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The Influence of 
Siting and Design 


HE responsibility for ad- 
vertisement control rests 
equally upon the adver 
tiser and the local planning 
authority The duty of one 
is to inform the public and of 
the other to protect the public 
and, in fu’filling these responsi- 
bilities, both parties must work 
broadmindedly for the common 
good 
The Advertisement Regulations 
have worked much smoother than 
was anticipated nineteen months 
ago. This fact is due largely to 
restraint and tolerance of each 
other's view by advertiser and 
planning authority, and augurs 
for future advances. 1 know of 
no other field which offers so 
much scope for mutual enter 


prise and advancement as adver 
tising. and later in this short 
article I will deal with a few 


points which have occurred to me 
during the past nineteen months’ 
experience of advising a County 
Planning Committee on its ad 
vertisement control policy 
Before 1932, I believe it would 
not be an untrue or unfair re 
flection upon the trade to say 
that they concentrated their acti 
vities upon technica] displays to 
meet their clients’ demands, with 
little or no regard to amenity as 
that word is used in the Adver 
tisement Regulations. How else 
can one explain the present 
Regulations? Such a state of 
affairs was perhaps, inevitable 
and, in any event, the assessment 
of amenity is a quantity which 
varies widely according to the 
tastes of each person. It is at 
this point that the Planning 
Officer and his staff can help the 
trade. They are continually faced 
with assessing development ap 
plications against a background 
of amenity and. out of this ex 


perience. a code of practice has 
been built up in the profession 
which is fairly reliable and con 
sistent The code naturally varies 
with the district. whether mt is 
highly industrialised and urban 
or truly rural 

Advertisers ind planning 


authorities are now feeling their 
way 


towards a similar code of 


upon Control 
By E. H. {DOUBLEDAY 


Planning Officer, Hertfordshire County (Council 


practice for advertisements 1 
believe that the best results will 
follow only if these codes are 
built up together and not sep- 
arately. My first suggestion to 
the advertiser, therefore, is “get 
to know your local planning 
officer and his staff." Advertisers 
should make a practice of sending 
details of their prospective sites 
to the planning officer for in 
formal comment before they are 
committed with their client to a 
particular proposal. If details of 
the advertisement structure of 
apparatus and design to be used 
can be supplied at the same time, 
this will be helpful. An arrange 
ment of this kind for building 
development has worked success- 
fully for years between local 
architects and surveyors and 
planning officers, and has saved a 
great deal of time and money 
The pencil drawing stage, before 
chent or planning authority are 
committed to a definite proposal, 
is without question the best time 
to harmonise the contributions 
from both sides 


Higher Standards 

Of Design 

My second suggestion is that 
the highest standard of design 
should be adopted by the trade 
ind, to avoid any misunderstand 
ing. | want to make it clear that 
i am referring more to structures 
ind apparatus than to the design 


of the advertisement itself, which 
is Obviously 4a matter for the 
trade. It is very pleasing to see 
the advances made in advertux 
ment design, especially sinee th 
war. and some of those recently 


displayed in London, using depth 
us well as width and height, are 
outstanding 

! think the 
it is that 
should be 


to be aimed 
advertisement 
designed for its site 


ideal 


each 
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using the word “designed” in its 
broadest sense. | appreciate that, 
in poster advertising for instance 
this may raise difficulties between 
hoarding contractors and poster 
designers in varying the standard 
size of posters but standardisa- 
tion of most things on a country 
wide scale, of buildings or dict 
lacks variety and commands 
neither respect nor attention 
Relating this point to advertise 
ments, | believe that a great dea! 
of criticism of the gable-end 
hoarding could be avoided by the 
trade if each hoarding were 
designed in scale with the propor 
tions of the building on which it 
is to be displayed. The new 
method of grouped panels or 
fences round derelict sites is a 
good move in the right direction 

| applaud the suggestion made 
by an earlier contributor to this 
series of articles that the trade 
should make an annual award for 
the best advertisement designed 
during the year. I hope that 
siting in relation to amenities 
would be considered by the 
assessors in making the award 

Areas of special contro! are 
much in the news at the moment, 
and I believe that they should be 
defined clearly and in such a way 
that the man-in-the-street will 
know beyond any shadow of 
doubt whether or not an area 1s 
subject to special control. If the 
irea is likely to qualify for a 
rural zoning in the local Devel 
opment Plan, then clearly it 
should be subject to special con 
trol The definition of areas of 
«pecial control in urban areas 1s 
not so straightforward, and each 
proposal must be considered on 
its merits. In urban areas, the 
most difficult advertisements im 
my experience have been hanging 
signs and illuminated signs 

The need for a hanging sign 
on certain buildings is appre- 


HOLBORN, W.C.1 @ (General Manager 


The Advertisement Regulations have 
worked much more smoothly than 
was anticipated, but better siting of 
heardings and bulletin beards, and 
better advertisement design will case 
matters still more by reducing to a 
minimum objections from planniug 
authorities. This article bya planning 
officer suggests 
beth parties can work in harmony. 


ways in which 
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cuted, but everyone using this 
form of advertisement lays him 
self open to having his efforts to 
attract attention thwarted by his 
neighbours—uniless the planning 
authority intervene in the interests 
of amenity. 1 don't pretend to 
Know the answer to this problem 
which, for obvious reasons, can 
never remain static, but if the 
traders in the main streets of our 
towns which ~command one’s 
interest and respect could agree 
with the planning authority upon 
the principles to be observed in 
street advertising, leaving indivi 
dual traders complete freedom to 
operate within these principles, 
perhaps the hanging signs, cach 
striving to outdo its neighbour 
and all other signs, would fall 
into their proper places 


The Fruits Of 
Co-operation 
Illuminated signs appear to 
cover a multitude of things, from 
lettering to emphasising a build 
ing’s outline. Little regard seems 
to be paid to the point that some 


buildings, Wtke some figures, 
should not be forced into the 
limelight 


I recently had to advise on a 
proposal to neon the three gabled 
outhne of a mock Tudor garage 
at crossroads in a country town 
From the trader's point of view 
it would have given him the ad 
vertisement needed but, when it 
was pointed out that the pro 
posal would have made an 
already “busy” clevation worse 
he readily accepted an alternative 
proposal comprising «a simple 
canopy over les petrol pumps 
with the name of the garage 
boldly outlined in neon, and 
which tied his building together 
{ mention this example merely to 
illustrate the point made at the 

(Continued on page S51) 
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The most beautifully produced poster appearing 


in the right place at the wrong time, or in the wrone 
place at the right time is simply good 

money thrown away. Careful planning 

and site selection with the aid of 

local knowledge, by the |. B. Browne Ltd. 

Billposting Department avoids this. 

Steps are taken to ensure that every 


poster for which it is SS 


pulls its weight and pays. 
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It entails no obligation whatever 
to ask for complete details of 
The T. B. Browne Ltd. Five-ro.o 


COMPREHENSIVE POSTER SERVICE. 


163, QUEEN VICTORIA ST., E.C.4 CENTRAL 9291 — LONDON. NEW YORK, SYONEY 
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Silk Sereen For 


Posters 


of the poster is changing. 

Previously this medium 
was regarded as being pre- 
eminently reminder advertising; 
it was used to keep the brand 
name of already well known 
products before the public. 
Sometimes it was required to 
influence retailers to stock up; 
occasionally to Jaunch a new pro- 
duct, but not often. To-day the 
poster is regarded as a sound 
selling force in its own right. It 
can introduce a new product or 
a new service and it plays a large 
part in the sphere of public 
relations. 

Increasingly often, the adver- 
tiser, or his agent, requires both 
long and short runs of posters, 
and for the latter (and sometimes 
even for the former) the im- 
provements introduced into the 
technique of screen printing 
render this a suitable process for 
producing these. 

Small quantities of posters 
will be required for: (1) local 
campaigns, (2) test campaigns for 
market research purposes in 
“guinea-pig” areas, (3) local 
campaigns for firms wishing to 
recruit labour for their factories 
and works and, (4) campaigns 
which require frequent copy 
changes such as details of the 
time, date and place of meetings. 

Larger quantities will be re- 
quired for: (1) regional cam- 
paigns, and, (2) national adver- 
tisers having only a limited ap- 
propriation for poster publicity. 


Make Allowance™ 
For Laps 


In all posters which are actu- 
ally screened on more than one 
piece of paper due allowance 
will have to be made for laps. 
The screen printer will usually 
print his large posters such as 16 
and 48-shect in units either of 
quad crown or, even more likely, 
in double quad crown size. Thus 
a 16-sheet poster will consist of 
either eight quad crowns each 
measuring 30 in. x 40 in. (posted 
broadside), or four double quad 
crowns each measuring 40 in. x 
6 in. (posted upright). This 
latter procedure will usually be 
found to be most economical 
since it halves the number of 
separate sheets to be screened. 
However, this large size will prob- 
ably necessitate two people pull- 
ing the squeegee throughout the 
run, or at any rate when any- 
thing like an overall colour is 
being screened. 

It is not the purpose of this 


7: HE acknowledged function 


article to consider the question of 
poster design as such but rather 
to enumerate the practical con- 
siderations which, if kept in mind 
when the poster is being planned, 
will ensure that the design is pro- 
duced in such a way that it will 
be suitable for reproduction by 
the silk screen process. 

The artist preparing a design 
for such a poster should remem- 
her that if, for example, a 16- 
sheet poster is contemplated, he 
is really presenting the silk screen 
printer with cight separate jobs if 
it is to be screened on quad 
crown paper, or four separate 
jobs if it is to be screened on 
double quad-crown paper. If 
quad crowns are used they would 
be posted broadside in four rows 
of two and if double quad crowns 
are used these would be posted 
upright in two rows of two. 

He should do all he can, con- 
sistent with the dictates of effec- 
tive selling force and artistic 
qualities, to arrange the various 
elements of the design so as to 
avoid, or at any rate minimise 
difficult registration on the part 
of the bill-poster when he comes 
to post the various sheets, If 
this is not practicable he may, 
after consultation with the bill- 
poster, re-arrange the sheets (i.e. 
the sizes in which they are 
screened) so as to lessen if not 
eliminate the joins in the “diffi- 
cult” portions of the design. For 
example, instead of screening a 
16-sheet poster cither in four 
rows each of two quad crowns 
(posted broadside) or two rows of 
two double quad crowns (posted 
upright) he may design it to be 
screened in three rows thus: the 
top row to consist of two quad 
crowns (posted broadside), then 
the second row to consist of two 
double quad crowns (posted up- 
right) and the bottom row to con- 
sist of two quad crowns (posted 
broadside). This will mean that 
the middle area of the poster 
will have only one join in 
it—a vertical one running down 
the centre. The use of either 
eight quad crowns or four double 
quad crowns would mean that the 
middle of the poster would be in- 
tersected by both vertical and 
horizontal joins 

In cases where it is important 
to have no laps in the middle 
of the poster at all, the bill- 
poster may agree to post an 
extra double quad crown over 
the middie of the poster. This 
will necessitate extra cost both 
for screening the additional 
sheet and also for the extra 
trouble to which the bill-posting 
company will be put. However, 


Short Runs Of 


ADVERTISER'S WEEKLY 


Posters play a vital part in market testing campaigns. The 
small numbers required for these operations do not warrant 
large scale printing. PETER MYTTON-DAVIES discusses 
the preparation of designs for printing short runs by silk- 
screen, and suggests ways of cutting costs. 


this expense may be justified for 
certain designs; for example, in 
cases where a photographic 
large head appears in the middle 
of the poster it may be con- 
sidered worth while, for it is 
almost impossible to match four 
different silk screen half-tones if 
they are done on different sheets, 
to make a satisfactory illustration 

For a_ 16-sheet, or larger, 
poster a very coarse screen half- 
tone such as a forty line screen, 
will be satisfactory. This is be- 
cause the “merging distance” will 
be less than the distance from 
which the beholder of the poster 
will contemplate such a half- 
tone. Experience has shown 
that for very large work the 
boldness of a coarse half-tone 
actually gives a much greater 
“punch” than say a $5 line or 65 
line job. 


Blown-Up 
Half-Tones 


For silk screen reproduction 
of a photograph, the retouching 
is most important, for it should 
be remembered that to save cost 
a smaller half-tone positive of a 
much finer screen will be made. 
This positive will then be blown 
up so that it produces the full 
size coarse half-tone. The re- 
touched photograph should be 
very bold with good sharp con- 
trasts between the various tone 
values and with as little “middle 
tone” as possible. Where it is 
desired to go from dark to light, 
this should be done in a rela- 
tively short space without a lot 
of intermediate tones. The effect 
will appear harsh from a few 
feet, but viewed from across the 
street the poster will stand out 
well. 

Usually half-tones can be 
affected more economically by 
silk screen. As far as possible 
they should be confined to one 
colour on one sheet. However, 
quite often the change of copy 
will run across two sheets and 
while, if such be the case, it will 
usually be concerned with the 
same colour on both sheets, the 
point should be kept in mind 
that, since to the silk screen 
printer each sheet represents a 
separate job, i will usually cost 
no more to change copy in, for 


example, a red working on one 
sheet and, say, a blue worki 
on another sheet than it wou 
to change copy in either the red 
or the blue workings on both 
sheets. lt is when copy changes 
occur in more than one working 
on the same sheet that the cost 
is high. 


The new translucent colours 
enable the silk screen ter to 
produce “made” colours by 
superimposing a working of one 
such colour over another. How- 
ever, it should not be assumed 
that he will be able to do this 
in every instance with entirely 
satisfactory results, The adver- 
tiser ordering posters should 
make sure that his screen printer 
is experienced in the use of this 
new type of colour and should 
consult him over the proposed 
combination of two or more such 
workings. 

The practice of confining cer- 
tain colours to certain sheets 
usually coincides with the dictates 
of the established principles of 
good poster design, By confining 
certain colours (usually the 
brightest and strongest) to part 
of the design greater emphasis 
and forcefulness is achieved. It 
also ensures a material saving of 
cost by reducing the number of 
workings on at least some of the 
sheets. 

Few studios have the facilities 
for making a full size drawing of 
a 16-sheet or larger poster, and 
the screen printer who undertakes 
the production of such work will 
be equipped with the enlarging 
apparatus necessary for “blowin 
up” the design from an origina 
of perhaps double crown size. 
This original should be clean and 
sharp and need not be in actual 
colours. 

A separate colour guide should 
be provided for the matching of 
colours and this should consist 
of fairly large squares about 
4 in. x 4 in. of each of the colours 
to be used. 

It should be appreciated that 
there is a difference between the 
poster paint used by the artist 
preparing the original and the 
colour with which the screen 
printer will reproduce the finished 
job. Therefore a certain measure 
of licence must be accorded the 
screen prinier. 
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Sheldons 


see 
your 

Posters 

are seen 


Their long experience in the selection 


of commanding positions is invaluable 
to advertisers 


Sheldons It¢ 


Established 1840 
SHELDON HOUSE, QUEEN STREET, LEEDS | 


Booktets jor {folders of variable make-up 
and mixed illustration are generally ideal for 
reproduction by Deeptone photo-litho. All jobs 
are not suitable for this process and, for your 
guidance, CHARLES & READ would appreciate 


the opportunity to send you some examples 


of the offset deep process 
produced in their Chancery 


Lane works. 
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Be 


G. A. Shankland Ltd 


GRAFTON WORKS, GRAFTON RD., N.W.5 
GULLIVER 5595-6 


: THE SYMBOL OF FINE QUALITY 
~ SILK SCREEN PRINTING AND DISPLAY 


POSTER ADVERTISING 


by Mills & Rockleys 


r . ee 
Carnarvon Road, Clacton-on-Sea. 
Another example of a modern poster display 


ae" 


lt @ our constant aum wo provide 
an outdoor advertming = service 
which  unrivalied and equally 
efiiciem throughout the whole of 
our territory To this end 
new suggestions and ideas are 


comtitually being considered 2 
Whether a client takes 4 
complete ordinary display, a 


solus display, of just a single sitc 
for a long of short period, he 
may rely upon it that our full 
resources afte at his command 


_ Mills & Rockleys Ltd. © 


Central Offices: 21 QUEENS ROAD COVENTRY 
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More Appeal Decisions 


1. Refusal on grounds that it would be prejudicial to the amenities 
of the neighbourhood. The appeal was dismissed, the Minister stating 
that the panel would not be in keeping with the characteristics of the 
locality. 

David Alien & Sons Ltd. Site: Grosvenor Terrace, Liverpool. Authority: 
Liverpool County Borough. 


2. Refusal on grounds that the use of the site for the display 
of advertisements is unsuitable in the light of the general characteristics 
of the locality. The appeal was allowed, the Minister stating that the 
display of advertisements of the type required would not be out of keeping 
with the characteristics of the locality. 

Mills & Rockleys Lid. Site: School Board Place, Higham Ferrers. 
Authority: Northants County Council. 
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3. Refusal on grounds that it would be prejudicial to the amenities 
of the neighbourhood. The appeal was dismissed, the Minister stating 
that the panel would not be in keeping with the characteristics of the 


locality concerned, 


David Allen & Sons Ltd. Site: Mill Lane, Liverpool. Authority: 


Liverpool County Borough. 


4. Refusal on grounds that it would be prejudicial to the ameni- 


ties of the neighbourhood 


The appeal was allowed, the Minister stating 


that the display of information panels would not be out of keeping with 


the characteristics of the locality. 


David Allen & Sons Lid. Site: Holt Road, Liverpool. Authority: 


Liverpool County Borough. 


SITING, DESIGN AND CONTROL 


(Continued from page 547) 


outset of this article that both 
advertiser and planning authority 
have definite contributions to 
make to the best control of out 
door advertising 

This article will be read mainly 
by the trade, but | imagine that 
it may be of interest to mention 
that two-thirds of the advertise 
ment applications received in 
Hertfordshire since August 1, 
1948, are individual or private 
applications, mostly for small 
signs Collectively however, 
these small applications, unless 
handled sympathetically can 
undo much of the work which the 
planning authority and the adver 
tising trade are trying to do. In 
my view, an indirect result of the 
Advertisement Regulations will 
be to steer business into normal 
advertising trade channels, but 
many advertisements are so small 
that the job could never stand the 
cost of engaging professional 
advice There seems to be no 
alternative to the planning 
authority's staff helping the man 
in-the-street with advice on the 
design of these small advertise 
ments in the same way that they 
have for years given him advice 
when he has wished to put up 4 
little shed or garage in his garden 
It is a free service which is 
scldom abused, takes little time 
and gives good results. 

The kitchen-table” plan .is 
frequent than is generally 
realised and I recall with amuse 
ment a plan drawn on the back 


more 


of « roll of wallpaper in triplicate! 

Another practice which | have 
found bears fruit is to acquaint 
an advertiser immediately with 
the planning reactions to his pro 
posals, if these are adverse. The 
response to this move has 
brought out pomts on advertising 
which would otherwise have 
taken a long time to learn, and it 
is hoped that the planning views 
expressed to the advertiser have 
been found as helpful. Further 
more, many possible appeals have 
been avoided by this practice 

My final comment in this short 
article is that the degree of con 
trol which the Regulations place 
upon an advertiser depends al- 
most entirely upon the advertiser 
himself. The better the siting and 
the design of the advertisement, 
the less need there will be for the 
planning authority to make any 
comment 


Storm In A W.P.B. 


Although outdoor advertising 
is banned in Guernsey, waste 
paper baskets bearing advertising 
messages have recently been 
fitted to lamp-posts. 

The Guernsey Star complains 
that the revenue goes to a 
London firm, and says: “If 
you're going to cut out outdoor 
advertising, cut it out, and don't 
merely change the channel.” 
There was a shortage of these 
baskets on the island, and the 
contractor supplied them free. 
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OPSA DATA. 


As Egyptian papers may now | 
appear every day, the Special 
Saturday Edition of AL MISRI 
now appears as an ordinary | 
daily edition at the ordinary | 
rate. 


Orders current for the 
Special Saturday Edition will 
be billed at the ordinary daily 
rate as from Ist January 1950. 


IRAQ TIMES. An air delivery 

of this famous paper to 

Bahrein has now been organ- 

ised. Details on request. 

All Particulars on Middle East Press from 
GEORGE YOUNG 


OVERSEAS PUBLICITY & SERVICE AGENCY (° 
10 Fleet St.London. E04 Cen 549467870 
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| J ig 1950 Ramsgate poster is 


THERE ARE MANY 
LIKE IT IN 


LANCASHIRE 


THE IDEAL POSTER COUNTY | 


| 
| 
| 


cASHIRE & 
LTH WESTERN 


STER ADVERTISING 
Poe SOCIATION 


S heffields [Tit 


PUBLICITY HOUSE,CORNWALL ST. BIRMING 


MANCHESTER BIL 


29. BOOTLE STREET ° 


LPOSTING CO. L'? 


DEANSGATE 


* MANCHESTER 2 


based on the same design 
that won the competition for the 
Tattersall Trophy in 1949. The 
trophy was offered through the 
Conference of Health and Plea- 
sure resorts for the best resort 
advertising poster of that year. 
Original by Edward Lander, 
director of Richard Potts & 
Partners Lid. agents to the 
| Borough of Ramsgate. Printed 
in multi-colour litho, the poster 
will be displayed on railway sites, 
and in travel agencies throughout 
the country 
. - 7 
pcsteas are playing a far 
greater part in selling over- 
seas, Latest example is one for 
Nugget which is being used to 
sell the Bantu market in South 
Africa. The quad-crown poster, 
designed by African Adservice 
Ltd., was printed in South Africa 
by Galvin & Sales Ltd., and is 
being displayed on selected sites 
in the Union 
* * * 
EW posters for rum adver- 
tising are providing a lively 
interest on sites throughout the 
principal cities. Lamb's Navy 
Rum use a 16-sheet poster in four 


SGATF 


Fe me OORT Boer rte eet 
mune mar come | 


colours. Lettering is in red, blue 
and black. The contents of the 
glass and the “smudge” under the 
word Rum are in amber, “rum” 
colour. Designed for the United 
Rum Merchants Ltd. by W. S. 
Crawford Ltd., from an original 
by Ashley Havinden, R.D.L 
Execution of the head by William 
Little. 
* * * 

IGHT Hart Rum embody the 

heart-shaped symbol of their 
bottle label in the design of 
posters now showing on Under- 
ground sites throughout London. 
The air of gay abandon in the 
design has been the subject of 
much favourable comment since 
the posters first appeared. Printed 
in cight colours, the poster was 
designed and executed by Ashley 
Havinden, R.D.1. for the United 
Rum Merchants Ltd. Agents: 
W. S. Crawford Ltd. 


. 
“Say It With Signs” 
. 
Competition 

“Say It With Signs”—the divis- 
ing of slogans for occupations— 
was recently introduced as a new 
parlour game by Mr. Ray Nunn, 
in the Daily Graphic, It was in- 
spired by Mr. Herbert Morrison's 
appeal, at the annual dinner of 
the Master Sign Makers’ Associa- 
tion, for new and better signs to 
brighten Britain. . Prizes were 
offered 
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With workers and managements directing all 
their efforts to help win the battle for Britain's 
economic recovery. 

AGRICULTURE—Northern Ireland's mayor imdustry saves 
dollars. The value of Northern Ireland's agricultural output for 
the past twelve months was £46,000,000 

SHIPBUILDING—Situated at Belfast Lough is the largest 
shipbuilding yard in the world—that of Messrs. Harland & Wolff 
Limited. 

IRISH _LINEN—Belfast, its capital city, is the centre of the 
Irish Linen industry, and the output of the workers in this key 
industry is a household word famous throughout the world— 
earning dollars, especially in hard currency countries 

Also in the dollar-earning category must be included ROPE- 
MAKING. ENGINEERING and the manufacture of TEXTILE 
MACHINERY and AIRCRAFT 

The industries of Northern Ireland bring high wages to the 


workers. who, therefore, have money to spend—a splendid 
market for the National advertiser 
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Belfast T 


Head Office-ROYAL AVENUE - BELFAST 
London Office M2 PLEET STREET. E.C4 
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THE NEWSPAPER WITH THEAARGEST CIRCULATION IN NORTHERN IRELAND 
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AN EXHIBITION 
OF SWISS POSTERS 


Arranged by the Advertising Creative Circle 


is being held 


AT 93 PARK LANE WI 


Entrance in Upper Grosvenor Street 


FROM FRIDAY MARCH 24th 


TO THURSDAY APRIL 6th INCLUSIVE 


Open Daily from 9.30 a.m. to § p.m. 


except Sundays 


COMPREHENSIVE 
ART SERVICE 


We have pleasure in announcing the extension of our Studios now 
equipped to handle art work of every kind for every purpose. 


Creative designs for poster, press, showcard and transport advertising. 


Photograph retouching. 


Finished art-work for line, half-tone, offset and silk-sereen repro- 


duction, 
A speedy efficient service always at your disposal. 


Edward Vaughan Ltd 


42. Shaftesbury Avenue. London. W 1 


Established Telephone : 
1932 Gerrard 1330. 


el 


CAMBRIDGESHIRE TIMES 


GROUP 
* 
racryves O265 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
Lundon Representative 
MR. W. H. WALMSLEY, 69, FLEET STREET 
' Tele : Central 9353 


Copies 
Weekly 


GUIDOOR ADVERTISING 


New Hercules Painted 
Sign For London 


This large gable-end site 45 feet long, 25 feet high, on the 

premises of Smiths Patents Ltd., Borough High Street, London, 

was recently acquired by Mr. D. D. MacLachlan, advertising 

manager, The Hercules Cycle and Motor Co. Ltd., to advertise 

Hercules Cycles. The sign was painted by Stagg Displays Ltd., 
Birmingham. 


Two Bootle Decisions 


Owing to a misunderstanding, the positioning of two 
advertisements that were the subject of successful appeals 
from decisions of Bootle County Borough Council were 
wrongly indicated in our issue of February 16. The photo- 
graphsarereproduced below with positions correctly indicated. 


Site in Marsh Lane, 
Bootle. Authority: 
Bootle County 


Borough Council. 


Site Corner of 
Hawthorne Road 
»rnawall 


Bootle. 


and Ci 
Street, 


Authority as above. 
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SPECIAL NOTICE! 
>» The Commercial Advertising Rates 
for the London Midland Region of British 
Railways, Contractors, Frank Mason & Co. Ltd., 
are being amended as from Ist May, 1950. 


After which it will be possible to enjoy an all-lines rate 
on the whole of the British Railways including 


the above section. 


F rant, Ma son 
& CO. LTn 


33 NORFOLK STRE 


; ET, § 
Phone - Temple Bar 2044 TRAND, LONDON, W.C.2 


(5 lines). "Grams 
‘ , Affix, Estrand 
. London, 


BRANCH OFFICES aT . 
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DISPLAY 
TYPE 


FROM 


HIRED 
MATRICES 


CHOOSE A ‘MONOTYPE’ DISPLAY FACE: 
Any printer in the British Isles with a ‘Monotype’ Super 
Caster, Display Machine, or Composition Caster with Display 
Attachment can hire the matrices 


in Eire, 


Office; elsewhere, from 54 Fetter Lane, London, E.C.4. 


THE MONOTYPE CORPORATION LTD 


0, ARTISTS 
only 


rh SS 
eal 
2 “dl 


‘ » 
4 drawing pen could be mass 
produced and sold to thowands 
who think they can draw, 
Gillott’s fine drawing pen 
a the sa ) gee me at @ time 
You can draw anything with a ¢ 
per——ewept the wool 
artist's @ 


foe Het ORaWeNE ene wheres 


JOSEPH GILLOTT AND SONS LTD., | 


Victoria Works, Birmingham, 
London C 
B.C4 


, 55-56 Lincolns Inn Fields, London, w.c.2 
Head Office & Works; Salfords, Redhill, Surrey. Reg. Trade Mk. MONOTYPE 


from our Dublin 


MR. 
SPACE BUYER! 


—we publish MONTHLY 
The 
Beds & Hunts Farmer 
Hertfordshire Farmer 
Warwickshire Farmer 
(N.F.U. County Journals) 
es 
and QUARTERLY 
The 
Bedfordshire Magazine 
Luton Commerce & 
Trade Journal 
e 
Specimens, etc. on request to 
THE 


LEAGRAVE PRESS L"°- 


LUTON 


LUTON 2525 HOLBORN 440! 
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OUTDOOR ADVERTISING 


hoarding at the of 
Knowsley Road and Dryden 
Street. 

The Minister's determination 
reads as follows: 

“The Minister observes that 
the appeal relates to the display 
of a ground hoarding on a 
cleared war damaged site in a 
locality which includes com- 
mercial and residential features 
and that the advertisement would 
be seen from the houses on the 
opposite side of Knowsley Road. 
He also notes that Knowsley 
Road is the main road between 
Liverpool and Southport and that 
near the site is a pedestrian 
crossing at the junction of Bowles 
Street, in the immediate vicinity 
of which several pedestrian 
accidents have occurred during 
the past year. The Minister is 
of the opinion that the display of 
the proposed advertisement 
would to some extent detract 
| from the amenity of the housing 
| estate opposite the site and that 

in view of the traffic conditions 

near this road junction, the dis- 
play would increase the hazards 
already present by the addition of 
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Roads Bar Bulletin 
Boards In Bootle 


THAT. FAILED 


a possible source of distraction in 
the form of an advertisement 
which could hardly fail to attract 
the attention of drivers of 
vehicles coming within its range 
The Minister accordingly dis- 
misses the appeal.” 

BELOW. Arthur Maiden Ltd. 
~Erection of hoarding on the 
site of 35, Knowsley Road. 

The Minister's determination 
reads as follows: 

“The Minister notes that the 
appeal relates to the display of a 
ground hoarding on a cleared 
war damaged site near a busy 
main road leading from Glad- 
stone Dock to Liverpool at a 
point where the locality is almost 
entirely residential and includes 
a small estate of modern council 
houses and pre-fabricated houses 
The Minister is of the opinion 
that notwithstanding the presence 
of some commercial features and 
the proximity of the main road, 
the general characteristics of the 
locality are such that the display 
of the proposed advertisement 
would be prejudicial to amenity. 
The Minister accordingly dis- 
misses the appeal.” 

Authority in both cases: 
County Borough of Bootle. 
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The Spring of the year! That’s when 


BRITANNIA and EVE 


editorial is attuned to the buying 
mood. At the moment, no less than 
86 advertisers have booked space in 
the May issue—TEN of them will 
use full four-colour pages. There’s 
no waste when you buy Britannia 
and Eve, and it is not too late 
to book for May, June and July. 


1 am at your service to explain the merits of this great 
magazine: J] BE POULTON, Advertisement Manager, Commonwealth Hye, New Oxford St, W C1. HOL. 6955 
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Mainly Personal— 


By CONTACT 


WHEN Reg. Levi talks 
about the Eagle, Hulton’s 
forthcoming publication for 
children, his keenness is 
obviously the 
real thing— 
not just that 
of an adver 

tisement 
manager 
“doing his 
stuff.” 1 felt 
like quoting 
the Book of 
Job to him 

“Doth the 
eagle mount 
up at thy 
command, 
and make 
her nest on 
high?” But 
I have a feeling his keenness is 
going to be justified; certainly all 
space has been sold for the first 
issue, 

Levi had some ten years space 
buying with L.P.E. before going 
to Hulton in 1938 when the num- 
ber one issue of Picture Post was 
going to Press, In July the fol- 
lowing year, Hulton acquired 
Housewife and he became adver- 
lisement manager, and in May 


Reg. Levi 


1941 he was appointed, in addi- 
tion, advertisement manager for 
World Review The latter posi- 
tion he has now relinquished 

Married, and with a couple of 
boys, Levi lives on the edge of 
Coulsdon Court Golf Club and, 
he tells me, is now trying to get a 
handicap! 


a. OR 


“A.B., B.A.” are initials which 
Russell B. Insley, now a director 


owed to the 
US Mer 
chant Marine 
and the 
latter to the 
University of 
California, 
where he 
specialised 
in English literature. 

A New Yorker by birth, Russ 
knocked around a bit before 


Russell Insley 


Head Office 
MAIDSTONE 


H.R. PRATT BOORMAN 


London 
80 FLEET STREET 


ARTHUR CLAY 


becoming an ad-man. He went 
to sea more than once; tried 
selling vacuum cleaners door-to- 
door and hated it so much that 
he turned in the job without 
bothering to collect his commis- 
sion; and then sold neckties and 
such-like in a store, little guess- 
ing that in time he would become 
its account execulive. 

It was the university that got 
him in as a trainee at Lord & 
Thomas's San Francisco office. 
Then, with Foote, Cone & Beld- 
ing, he was transferred to the 
London office, in 1947, originally 
for a two-year stay; but, having 
built up a circle of friends and 
married an English girl, he is 
happy at the thought of staying 
on indefinitely He is chiefly 
responsible at F.C.B. for the 
creation and production side. 


. 2 


A GROUP art director who 
knows something about art as 
well as about directing is Robert 
R. Miller, who has just been ap- 
pointed to that position with 
Mather & Crowther. And when 
I say “art” I mean what the man 
in the street means by it. 

Before the war he exhibited 
regularly at the Royal Scottish 
Academy and the Society of 
Scottish Artists, His “Scene in a 
Brussels Night Club” was pur 
chased by the Imperial War 
Museum. Another of his pictures 
found its way into the Dutch 
Royal yacht, which was re- 
captured from the Germans by 
the 11th Armoured Division, who 
restored it to the then Princess 
Juliana and Prince Bernhard 

Incidentally, during the war, 
Miller took part in the D Day 
landings with this Division's 
Photo Interpretation Section. 

After the war he lectured to the 
troops on the history of art. Now 
he plans a one-man show. 


=e 8.2 


QUITE a chapter of accidents 
befell A. H. H. Goodwin recently 
Goodwin, who is managing direc- 
tor of Gee & Watson, and vice- 
president of the Federation of 
Master Printers, was driving 
home after his recent talk to the 
Advertising Club of Oxford. He 
sustained a puncture only to find 
that his spare tyre had no air in 
it, and that the air compressor at 
the nearest garage was not work- 
ing. 

In addition, his colleague, A. 
Edward Jones, had had a sudden 
attack of food poisoning during 
the evening, and was feeling the 
ill effects while giving a short 
supplementary talk 

All of which has not prevented 
both men from promising to visit 
the club again next year! 


S. i 


IN THE past few weeks, the 
Board of Lintas has been en- 
riched by some vigorous new 
talent. New to the Board, that 
is; the three men—Frank Parker, 
Cc. W. Berry. and C. L. Hallas— 
whose appointment as directors 
was announced last week, have 


Marcu 23, 1950 


all done yeoman service for the 
company for a number of years. 

This also is pre-eminently true 
of their chairman, R. H. Siddons, 
who took 
over recently 
on the re- 
tirement of 
Gordon <¢ 
Ralston 
though in 
this case the 
ex perience 
was acquired 
on the mar 
keting side 
of the Uni 
lever organ 
isation. 
Earlier in the 
year | gave a 
few details 
of that experience—enough to 
show how well it equips him for 
his new responsibilities. 

Educated at Harrow and Jesus 
College, Cambridge, where he 
took honours in natural sciences, 
Siddons joined Unilever in 1929 
Since then he has taken, so to 
speak, a sort of modern com- 
mercial version of the Grand 
Tour which young aristocrats 
used to make in the 18th century! 
It has embraced Berlin, Warsaw 
(sales manager), Holland, Switzer- 
land, and Brussels (marketing 
director) 

Released from the R.A.P. as 
flight-lieutenant navigator / radar 
in September 1945, he went to 
Rotterdam as marketing adviser 
to Unilever associates. 

Still only 42, Siddons combines 
a wide knowledge of advertising 
conditions in many lands with a 
very friendly and co-operative 
attitude in Press relationships. 


2. 2-2 


THE GOOD work of deflating 
pundits has a notable recruit in 
G. Geoffrey Smith, editorial 
director of Iliffe’s Flight and 
Aircraft Production When in 
1942 he printed a series of 
articles on jet propulsion and also 
published a book, Gas Turbines 
and Jet Propulsion, there was 
much head-wagging and some 
scoffing. Two years later, when 
the existence of jet-propelled 
fighters was officially announced, 
it was the only available source 
of information on the subject. 

Smith tells me that the fifth 
edition, just out, will also be pub- 
lished in the U.S.A., France, Hol- 
land, Italy and Spain. 


WEEKS WISECRACK 


~ 


R. H. Siddons 


“In my day they used to 
carry M.P.’s out of the 
House on stretchers—now 


they carry them in.” 
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Back To Daylight Studios 
For Ad. Photography 


Ex-Vogue photographer 
George Miles, for the past three 
years operating from Studio 
Gilchrist, waxed most enthusi- 
astic this week when reporting to 
an ADVERTISER'S WEEKLY repre- 
sentative his clients’ approval of 
an old-new idea of making use 
of daylight indoors for advertis- 
ing photography 

In the near future, Miles leaves 
Studio Gilchrist, and will operate 
from Studio Five, in Shephard 
Street, W.1, in business partner- 
ship with Douglas Clarke. In 
these splendidly equipped pre- 
mises the new experimental day- 
light studio is already in use: 
Miles himself, and Keith Ewart 
{a young fashion photographer 
of the Studio Five organisation, 
with American experience) have 
both made interesting and suc- 
cessful use of it. Thus does 
photography turn full cycle, after 
over a century, Miles and Ewart 
are back where indoor photo- 
graphy began—in the daylight 
studio. A great deal of Miles's 
work will still be done by the 
more conventional artificial light, 
however. 

Highlight of a current exhibi- 
tion of his work at the Ilford 
Galleries, High Holborn, Lon- 
don, is a print which, except for 
its technical excellence, looks as 


though it came from the archives 
Produced for Ekxco television, it 
shows a wonderful be-whiskered 
Victorian Papa entertaining (7) 
his family with a magic lantern. 
Miles spent several days in and 
around Camden Town begging 
aspidistras and knick-knacks of 
the period. An effective and 
convincing set resulted—complete 
with the most horrible wallpaper 
ever to appear in a “modern” 
advertising photograph. Miles 
shot a companion-piece, showing 
modern kids televiewing. 

All the exhibits, from HP3 
flat film, have been superbly 
printed by Liford themselves, and 
the combination of Miles’ expert 
handling of texture and form, 
and Ilford’s darkroom technique 
has resulted in a memorable dis- 

lay. An unusual composition 
or Birkin Lace is drawing much 
favourable comment, 


U.S. DRUG INDUSTRY 
HAS P.R. UNIT 

A Health Information Found- 
ation has been established by the 
U.S. drug industry as a public 
relations unit to educate the 
American public on the benefits 
it derives from work in research, 
compounding, and distribution of 
ali types of medicines. 


$59 
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On the completion of the reconstruction of the Bury and District 
Poster Advertising Co. a silver tea set was presented to R. J. 
Standen, managing director, by H. Bentley, chairman. Left to right: 
G. O. Fletcher, director: R. J. Standen; H. Bentley; Mrs. Standen; 


Radio Luxembourg 
Listenership 


The most recent survey of the 
Radio Luxembourg audience, 
carried out for Radio Luxem- 
bourg Advertising Lid. by the 
British Market Research Bureau 
Ltd., covering four Sundays in 
January and February, shows that 
an average of 3,300,000 listeners, 
estimated at nine per cent of the 
adul, population, listen to Radio 
Luxembourg on Sundays. Some 
individual programmes obtain 
more than a million listeners. 


Allan Speight, director. 


Representi 
Radio 

Following a visit to this 
country of Mr. Harry Sedgwick, 
president and managing director 
of radio station C.F.R.B., 
Toronto, Overseas Rediffusion 
Ltd., have been appointed to re- 
present All-Canada Radio Facili- 
ties Ltd., in this country for sale 
of air time, The company is alsy 
to handle sales for the McQuarrie 
network, Australia, and a station 
in Jamaica bougit from the 
government recently is expected 
to start operation on May 1. 


Mayfair in 1716, It was orig- 
inally the site of a fair estab- 
lished by charter in 1689 and 
continued annually with few 
interruptions until about 1764. 
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limited attendance and lavish 


A Fair Comparison? 
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Two bundred years ago, fair stands could be fitted owt for a few 
shillings. But is it fair to compare those days with conditions 
now? Then, such events were for local enjoyment. Bad roads 


stands were not mecessary. For 


the vast crowds who now come from far and near, bowever, 


something special is called for. Costs bad to rise, but the complaint 


is made that they bave risen 


fs. TPR LL MCR SRL po HINT 


too bigh. We agree, and that is 


OO eS Oe a Me a a Nae MN 


why at Olympia we do everything we can to keep costs down. 
It's surprising what planning abead and careful use of materials can 
do, Why not get into touch with us about your standfitting problems ? 


OLYMPIA STANDFITTING 


OLYMPIA LIMITED - LONDON * 914 ° PHONE: SHEPHERDS BUSH 5566 
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ADVERTISER'S WEEKLY 


Book Your Space NOW jor 
the big B.I.F. (May) issue 


@ The May issue of BUSINESS will give 
a complete stand-by-stand preview of 225 
exhibitors’ products at the 1950 British 
Industries Fair. It will be a complete 
guide to business and industrial exhibits, a 
lasting reference of 160 fully illustrated 
pages including all the usual feature articles. 
Every office equipment exhibitor will be 
covered also 125 firms in the industrial 
equipment sections. 


BUSINESS reaches 12,500 top industrial 
and business executives every month and, 
with the enlarged May issue at the normal 
advertisement rates, is bound to appeal 
to many new advertisers. 


“Sell” this man and 
you've SOLD your 
product through— 


BUSINESS 


The Journal of Management in Industry 


Specimen Copy and Rate Card 
from the Advertisement Director 


180 FLEET STREET, LONDON, E.C4 
Tel: CHAncery 8844 (15 lines) 
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“ Agency Side Is A Closed Shop” 


That the agency side of the 
business is more and more be- 
coming a closed shop was alleged 
by Mr. W. Furness, chairman, 
Yorkshire branch, Society of 
Diploma Members of the Adver- 
tising Association, when initiat- 
ing a branch discussion on the 
ethics of advertising. 

It was strange, he contended, 
that a profession that looked for 
its continuance to the system of 
free enterprise should itself so 
restrict free enterprise, It should 
be possible for a member, having 


Irish Committee Of 
Protest 


A national protest committee 
has been formed in Ireland to 
persuade the Irish Government 
to restrict the importation of 
newspapers from Britain and 
elsewhere. The movement has 
grown during the past months, 
while there has been a circula- 
tion drive on the part of some 
English newspapers and periodi- 
cals, 

The Association of Irish 
Periodicals, Trade and Religious 
Journals is running a campaign 
to encourage readers to demand 
magazines and periodicals printed 
in Ireland. 


AGENT ON TRADE 


PRESS DISCOUNT 


The cost of maintaining a first 
rank advertising agency could not 
be justified by discounts allowed 
in the trade and technical Press, 
said Mr. D. R. Robertson, direc- 
tor of Sommerville & Milne Ltd., 
Glasgow, when he spoke on 
“Technical Advertising” at the 
Scottish Region of the Engincer- 
ing Industries Association. 

It was clear that members were 
anxious to improve the standard 
of technical advertising, and 
appeared appreciative of the 
efforts being made by agencies 
throughout the country to this 
end. 

One important point raised 
was the varying page size of trade 
journals, and its effect on produc- 
tion costs. 


The Market Research Society 
has decided to postpone its plan 
to hold a week-end school. 


obtained the diploma of the Ad- 
vertising Association or his 
A.LP.A., to set up in business as 
an agent and practise in the 
same way as a doctor or a 
solicitor. The present method of 
gaining recognition made it 
almost impossible for a young 
man to establish an agency. 


Imagination Better 
Than Statistics 


“Don’t pay too much attention 
to statistics” advised Mr. Charles 
C. Knights, managing director, 
Marshall Hardy Ltd. and 
Knights Press, when addressing 
the British Direct Mail Advertis- 
ing Association. 

Statistics can rarely be accurate, 
he said, adding, “Figures that are 
incorrect are not only useless, 
they are positively dangerous 
They are a menace, and you are 
infinitely better off without them, 
relying on your own business 
sense.” 

Statistics were helpful when 
they indicated a trend—whether 
sales were increasing, dropping, 
or erratic. 

“Direct mail advertising,” he 
observed, “is most successful 
when it is daring. Don't be ob 
sessed with figures. A penny- 
worth of imagination is better 
than a ton of figures.” 

If statistics were reliable and 
accurate one would be able to 
forecast results with a close 
degree of accuracy. It had to be 
admitted that this could not be 
done. 

“You will never escape from 
the responsibility of making deci- 
sions based on experience,” he 
said. 


. . s 
Publicity Managers 
Meeting Planned 
Co-operative publicity mana- 
gers at their annual meeting at 
Guildford on March 28 - 30, will 
discuss the place of advertising in 


display. Mr. George Page, pub- 
licity manager of Royal Arsenal 
Co-operative Society, will speak 
from the publicity man's side, and 
Mr. George Hinton, London 
Society display man, from the 
display side. Fy 

Mrs. E. E. Harrison is to criti- 
cise Co-operative publications, 


AND YOU WILL BE 
RIGHT 


; if you advertise in the 
‘ NATIONAL NEWSAGENT 
Bookseller, Stationer 
@ The only independent retailers’ 
journal. we 
@ The only Sfigure net sole 
journal. 
Specimen Copy, Rate Card, etc. 
from 


107 Fleet St. London, E.C.4 
Tel : CENeral 2884, 4439, 6492 
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CURRENT ADVERTISING 


ACCOUNTS MOVING 


To Smee's Advertising Ltd.: 
Milking machines and other agri- 
cultural products (such as Lava- 
loid and Salfas detergents, dairy 
equipment, and stainless steel 


from April 1 The agency will 
now handle the complete account 


To Taylor Advertising Léd.: 


Lid. Trade and technical journals 
To Tibbenham Publicity Ltd.: 
Rely-A-Bell Burglar Alarm 
Systems Ltd. Trade and special- 
ised journals, and direct mail. 


relinquish the account of the 
Weston Biscuit Co. on March 31 


NEW ACCOUNTS 


To Erwin, Wasey & Co., Lid: 
Valerema two-way beauty treat 
mem made by Dae Health 
Laboratories Ltd. Campaigns 
now running nationally in Scot- 
land, and in local papers in 
Huddersfield, Norwich, Oxford, 
York, Northampton and South- 
impton National scheme in 
national dailies and Sundays. 
women's journals, general interest 
Magazines and selected provin- 
cials is expected to start in May 

lo R. S. Caplin Lid: Target 
watches to be introduced ‘by 
Ernest Jones & Co. Lid. Large 
spaces in nationals will offer mail 
order sales. A number of pilot 
ids. (up to 10 in. dc. and 11 in 
triples) before Easter will be 
followed by the main campaign 
m the latter part of April 

To Mather & Crowther Ltd.: 
Connaught Rooms Ltd, Press 
advertising 

To Tibbenham Publicity Ltd.: 
A new cycle-motor which is to be 
narketed shortly by the Cymota 
division of Blue Star Garages Ltd 
National campaign being planned 

lo Bayard Publicity Ltd.. 
Manchester White. Child & 
Beney Ltd. Full and half pages 
in two colours in textile journals 

To Scott-Turner & Associates 
Létd.: Selyac Distributors Ltd. 
manufacturers of food mixing 
machinery. Trade Press 

To Glaze Advertising Ltd., 
Birmingham Vulcascot (Gt. 
Britain) Ltd., manufacturers of 
synthetic rubber for use in the 
textile industries. Textile Press 
and Indian media 

To D. H. Brocklesby Ltd.: 
Epstein & Goldman (1949) Ltd... 
furniture manufacturers (northern 
dailies and weceklies).—Kirby, 
Squibb & Simpson Ltd., agricul- 
tural and mechanical engineers 
( ilies). —James Jamieson 


(Dunluce) Ltd., manufacturers of 


NEW_ CAMPAIGNS 


For Kados boys’ and youths 
utensils) of Alfa-Laval Co., Ltd.. clothing, made by S. Schneider & 


women’s journals. Agents: Alfred 


Thames Plywood Manufacturers 


nationals, general interest maga- 
and selected provincials 
Agents: C. Vernon & Sons Ltd. 


made by T. J, Smith & Nephew 
Ltd., in nationals and provincials. 


ACCOUNTS _RELINQUISHED Clifford Bloxham 


Everetts Advertising Ltd. will For Power petrol, first national 


Everetts Relinquish Weston: Smee’s 


Now Handle All Alfa-Laval Ads. 


national dailies and Sundays. 
London evenings, trade and tech- 
nical Press. Atension to pro- 
vincials may follow Agents 


For Simon Handling Engineers 
Lid. full pages in technical 
journals.—For William Bradbury 
& Sons Lid. in Manchester 
Guardian and North-Western 

rovincials, Agents: Stowe & 
Bowden Led., Manchester 


ov CAMP. 


For Vaseline products made by 
Chesebrough Manufacturing Co., 
New York, in British West Africa 
and Liberia, using posters, cinema 
slides and Press. Export Adver- 
tising Service Ltd. have been ap- 
pointed to handle the campaign 
from April 1. 


Gallery between now and Apri! 
There, he will find all the pic- 
torial material he 
striking new book picturing the 


Bride Photographic 
whose exhibition it 
not only know their London, but 


In consequence, at the Guild- 


members work co-oper- 
ately to a definite photographic 


AL SAVINGS 


National Savings 
which elicited an immediate and 


photographed by 
director, Show Souvenirs. Printers 


PROUD OF THEIR LONDON 


plan, is able to present some 
hundreds of London scenes 
pictorial, dramatic, genre and just 
plain record. 

A selection, accompanied by 
enlightened commentary by one 
who shares the photographers’ 
love of their subject, published in 
book-form at a popular price 
would make a first-class souvenir 
of London 

It would be unfair to mention 
any particular picture or photo- 
grapher: the whole show is an 
object-lesson in pleasurable co- 
operation towards a well-planned 
end 


Visual Aid For 
Advertising 


Camera Talks is now introduc 
ing visual aids to advertising. in 
which photographic surveys of 
industries and pictorial (inside) 
information are shaped into pic- 
ture stories. 

Mr. Philip Turner, formally 
editor of the Esso Farmer. has 
been appointed manager of this 
department. 

Star Process Co. Party 

About 150 members of the staff 
of Star Process Engraving 
Studios Ltd., and Leyton Studios 
Ltd., enjoyed a hot pot supper 
and concert at the Sharston 
Hotel, Wythenshawe, given by 
the directors before the departure 
of Mr. F. E. B. Thomas to 
America. 

Mr. F. W. Thomas was pre- 


sented by the staff with a cut 


glass sherry set 
Certified average net daily 
sales of the Cambridgeshire 


Times p for the six months 
ended Goober 31, is 62,652. 
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T. SMITH & Co} 
(INSULATION SPECIALISTS) 
Burton-on Trent 


cold storage problems, know that 
the value of 75 years’ experience 
is at their disposal. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.! 


MANUFACTURE 


Covers the manufacture of Paints, 
Varnishes, Lacquers, Colour, Plastics. 
Dyes, Enamels, Printing Inks, Dic- 
tempers, Oils, Spirits, Pigments, and 
appropriate Raw Materials, Machinery 
and Plant. World-wide circulation. 


LEONARD HILL TECHNICAL GROUP 
Manufactur ~_ . 
he World Crops 
Muck Shif 
— Pood Manufacture 
Fibres — Pottery & Glass — Atomics. 
All published at: 
17 Stratford Place, W.1 
Specimen copies on request 
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HE STRAND LITHOGRAPHIC CO. LTD 


1S) FARRINGOON RD. LONDON E.CI. Telephone Terminus 2691 (4 lines) 


Rathbone /241 


FOUNDED Pew Se oo 


to-day the most authoritative textile journal im the world 


COVERS THE WHOLE FIELD OF TEXTILE MANUFACTURE 


EMMOTT & CO LTD. 31 KING STREET WEST MANCHESTER 3 
LONDON OFFICE: 2) BEDFORD STREET W.C.2 
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MEDIA SPACE RECORD 
For week ending Sunday, March 19 
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Colour Photography 


Our studio Is staffed by artists who can 
express their ideas, and yours, in the 
medium of photography. 


McLeish and Macaulay 
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SILK SCREEN ARTS, sly 


97 SHIRLEY ROAD CROYOON 
ADOISCOMBE 314 ?+8 


HIGHEST GRADE 
CLEAN © SHARP 
RATT SMANSHIP 


SPEEDY SERVICE 
) EXPRESS ¢ 
DELIVERY 


THERE 15 NO SUBSTITUTE for EXPERIENCE 
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COLOURED ENLARGEMENTS 
wp to 80 aq. ft. in one piece 
Co. isd. Brownlow Rd. 
*Phone : EALing 


EXHIBITION 
SILK -SCREEN 


DISPLAY 
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OF OUICY! 
PHONES O15. 2020-22. LONDON. We 2563 


POSTER SITES 
BULLETINS 


BILLPOSTING 
COMPANY 


PADOINGTON evea/> 


E. Chron. ..| 
Northern D. Telegraph! 
Sheffield Star | 


W. Lancs. EB. Gazette .| 


Yorkshire E. Press. .| zyx i \ 


it must be borne in mind when reading these s that a large 
number of newspapers are still unable to accom ¢ all the display 
advertising offered them. 

in many instances classifieds are still published in “A” and “B” 
copies. Figures given here and on the opposite page represent space 
occupied in one copy. 
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The Retailer knows 
Mr. E. C. Folley, Family Grocer, natural 
clearing-house of local news, supplements his 
immediate knowledge of events by reading his 
local paper through and through — as his 
customers do. Because he appreciates this fact, 
Mr. Folley of the Castle Stores, Launceston, is 
known throughout North Cornwall and a large 
slice of Devon — he advertises in the paper 
he trusts... the 


CORNISH & DEVON POST 


E. Jj. WILLS, 
118 FLEET STREET, £.C.4 CENtral 27/5, 4571 
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SPuuny. bat Gun sekined Guote by onan With hundreds of shrewd advertisers 
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ag ey tH - sit schedules for quality merchandise. To 

x oe ae — + one use it sep | is good business and wise 
keg nanneipenestpeliccy ——_——_ spending; for The SPHERE gives you 
and ‘averting Lot Hall Moon coverage absolutely, without waste. 


obtained in two months to £1,770 


Geoace Cousms. chair- 
EGY GnecEpee ft ae ee 
Bion a jowes. 16 Bulmer Place i FRANK J. DUNN, Advertisement Manager 


Notting Hill Gate, London, W.11 iver. Commonwealth Hse., New Oxford St., London, W.C. HOL. 6955 


dh 


= de. ad “ an sack : ie : ae 7 ;, Shares. és a ie aaa ew ; . ree) es rs 
a 
ie 
a 
3g 
ret 
d % 
- —| —__}—__-_____ — - oo e. 
| j i ; : 
ae ST | | ay. | : | 
> a | to 2px 1 57) 228 Mn 1,142 
Bedfordshire Times .. 10 | BIgx 1 46) ie ane 1,198 
i Berrow's Worcester | | | | : 
| = meu sis Sau si 10984 
Bicbenkead am “t |1-204 | . ‘* 
| 26 1-16 x 2 1,187 167 197) Op (1,521 } e 
} Blackpool Gazette & 
Herald xe 205 Ey) ee 
- Bournemouth Times .. 10 171 1,084 ie 
Brighton & HoveGaz 201 a4 208 ‘as 
‘g Bucks Free Prees - i 164 1,134 | 1 
Chester Chronicle | 0 | 308 1,023 a 
Cumberland News .. — | — } -- : Pe 
‘ Dartington & Stock too } | nam 
Times ..) 1 | ss7%e)isét SD oe 
Dudley Herald s ai | vss iy 
Eastbourne Gazette 4 | ¢ | 4 ' Ox 
Resex Chronicie oa 1 ' j P 
Evesbam journal & | | | ’ oars te™ / ey x ’ P 
Pew fame Adver| — | ee _— f | 
Harrogate Advertieer.., 10 | 297 Litt i - sre = 
ey ry 1 | 190 1,167 a 
Herts Advertiser 10 
4 Hertfordshire Mercury 10 
- L of W. County Press iF 
= 5 Semen Coster, + 7 
ent Messenger «| 0 | oe 
Kentish Times . 0 | yh 
mm 6Luton News & Bed- 1 
“ fordshire Advertiser; 10 | ae 
Middlesex Chronicle | 
" Mees ‘ | — | 
Prescot & District <F 
) <<. , oa 2 | ¥ 
Suge? ary Sm --| 0 | Fe 
 .. Journal 0 | 230 < 
Somerset County Ges.| 10 | 18 Aguascutum , Bs 
Southport Visiter . | 22 aye — -. * et 
South Yorkshire & _ 
Rotberbam Advtr. 10 104 eee . 
South Yorkshire —e ety 
oe Cis Bap) 28 | _- or 7 
St. Helens hewer.. 16 62 a % 
Surrey Comet .. - oe 1 Bey it 
4 Sussex Express | 1 j rs Bies.*? 
Walsall Oteerver .. 10 410 | ji. 
of 10 | ate ‘4 
journal .. ” 272) 
; West Harte Watford — a 
Oveuver |. 10 op it | ee ' = : 
: Worthing Herald =.) 20 | i6)x 1 | 108 1,118 y . on 
. ——— —_________ 1 __'.__}_ ===: | Oita q 
When more than one edition is published, figures are for main edition only. — a | A Wn . * 
SS — = cenit danmmnnetnietl peitgianemenemstoen 4 tS A ts Sw wi 
“alsa Ys iy = ¢ fa 
ee = = — 
SIS, | = a 
‘ 4 q 
a ore | 
prason May Fernandez — He 
. eaier ! on C2 suteevy ™ j 7 es 
2 ‘. Anthony Kent. desler, of Wawona. Aan ss > eg ey ‘an ee a ae b q : 
: ondoo, was senienced to years ee ene = a 
faprsoimen athe OW Baley ax = New Companies os | 
Thursday for obtwini £340 by false ~ 
gomeaces with intent 0 éokeud Susert Models a, | Brighton — pL 
Mr. H. Elam, prosecuting, had said ‘Lancing, .—- ae ag * — "ys 
that last September Kent advertised, in —— Ae io ee aoe > et . a 
~ wade journal . . imanediate oe mem. Nominal capital: £10 Deectors oy 
- 
2 
: 
7 
fy} 
a 
® 
i 
Roce r woct a: Scverising agent Led lef’ 15,115 ~ fa : 
Reccviet Onder, Maras "seebeie'a: | Litin SB, got cae tae, CRORE ETE RS Sa ee 4 
“a ta 
4 , = pore ees teers we, ae 
ei Sse on os ¢. - r « a 7 ae ad is 2 =: * 7 a eet guy 


ADVERTISER'S WEEKLY 


We Hear— 


THAT W. B. Morrell, director 
and manager of the Birmingham 
Gazette Lid., has been appointed 
vice-president of the Birmingham 
Junior Chamber of Commerce 

. * . 


THAT F. C. L. James, assistant 
advertising manager of T. 7 
Wall & Sons Ltd, was married at 
Surbiton on Saturday to Miss 
Pauline Scholefield, known pro 
fessionally as Julia Pontaine, 
beauty adviser of Icilma toilet 
preparations. 

* * 
THAT fan Harris, managing 
director of Bisley’s (Consultants) 
Lid. and last year’s chairman of 
the British Direct Mail Advertis 
ing Association, will be giving his 
2ist broadcast talk in “Womans 
Hour” on Thursday next week 

> * * 
THAT David Hayes, Press rela- 
tions officer of Aer Lingus (Irish 
Air Lires), wrote a 60-minute 
radio play “The Dark Road,” re 
cently broadcast from Radio 
Eireann. And- 

* * * 
THAT Michael Clarke, chairman 
of the Publicity Club of Ireland, 
is one of the “brains” on the 
“Who Am 1?” quiz feature 
broadcast from the same station 


EDITING 
ARTICLES 


TYPOGRAPHY 


LAYOUT 


MAKE-UP 


PRINTING 


DUPLICATING 


DESPATCH 


THAT the Hen. Rupert E. 
Beckett, chairman of the York 
shire Conservative Newspaper 
Co., has been re-elected president 
of the Leeds and County Con 
servative Club 
* * * 
THAT Drummond 
director of the Advertising Asso 
ciation, addressed the Dairy and 
ice Cream Equipment Associa- 
tion last week on advertising 
* * * 


THAT J. K, Clayton recently 
received an inscribed salver from 
his staff—a souvenir of the silver 
jubilee of the J. K. Clayton Ac- 
vertising Agency, Manchester 

* * * 


THAT P. J. Ball, genera! mana- 
ger, Derby Evening Telegraph, 
has been appointed captain of 
the Derbyshire county golf team 
for the second year in succession 
* * * 
THAT F. D, Oakley, managing 
director of The Iraq Times, has 
arrived in England from Basra 
and, combining business with 
pleasure, will stay until the end 
of May. 
* * * 
THAT Edward Vaughan Ltd, of 
London, have enlarged their art 
studios, 


New 
House Organ 
Service 


A specialist service is offered to 
companies publishing, or wanting 
to publish, house organs. The service 
is tailored to individual needs. We 
will produce from start to finish, 

or will provide ‘inside’ editors 

with professional assistance at any 
stage. This service enables businesses 
to enjoy the benefits of 
professional-looking house organs 
without the headaches of production. 


Write for full information: 


HOUSE ORGAN SERVICES 


¢ NEW BRIDGE STREET 


LONDON + E-C-4 


THAT the Sunday Express, 
through Easton's, their Dublin 
agents, have sent out about 4,000 
sprigs of shamrock “as a 
memento of St. Patrick's day” 
and as a reminder of the serial- 
isation of “The Amazing Tommy 
Lipton™ which began last Sunday 
And 


* * 
THAT Vernon R. Bell, Sunday 
Express circulation manager. 


who arranged the scheme, has re- 
cerved many favourable reactions 
including one (which he would 
like copted') from an agent who 
want an cxtra sik Copies. 

* * * 


THAT «a monthly lunch-tume 
recital of gramophone records. 
mostly classical, has been organ- 
ised for the staff of W. S. Craw- 
ford Lid. by their P.R.O. 
René Elvin, who started his 
journalistic career as a music 
critic. 

* * * 
THAT L. G. Pine, managing 
editor of Burke's Peerage, spoke 
on “Heraldry” at St. Marylebone 
last Thursday. His lecture was 
arranged by St. Marylebone 
Public Libraries Committee. 

* * * 
THAT R. K. Juliens, director, 
A. W. Newton Ltd., was installed 
as Worshipful Master of the Isma 
Lodge on Friday. 

* * * 
THAT following their recent 
success against W. S. Crawford 
Lid., the darts team of Alfred 
Pemberton Ltd., is thirsty for 
fresh conquests. 

* * * 
THAT W. S. Crawford Ltd, re- 
cently beat Kemsley Newspapers 
2-1 in a darts match at Coger’s, 
in Salisbury Square 

* * * 
THAT Leonard J. Coulter, 
former editor of News Review 
and recently appointed New 
York editor of Odhams Press, 
was presented with a_ gold, 
inscribed ——— _— by his 
News Review Olleagues last 
Friday. The sift was handed 
over by Elwyn Jones. 

* * * 
THAT G. Geoffrey Smith, 
a director of Associated Iliffe 
Press, is going to America next 
month to attend the New York 
show of British cars, commercial 
vehicles and motor cycles, spon 
sored by the Society of Motor 
Manufacturers and Traders and 
the Motor Cycle Manufacturers 
and Traders Union 

* * * 
THAT Robert A. Whitney, 
Arthur H. Motley, and Floyd 
Poetzinger, three American sales 
executives who attended the re- 
cent Sales Convention organised 
by 1S.M.A. in London, were 
given a spirited send-off from 
London Airport on Saturday 
night by W. F. H. Geffers, British 
Institute of Management, and 
D. C. Embley, High Duty Alloys 
Ltd.. hon. secretary and hon 
i officer respectively of the 
Royal Counties Group of 
1.S.M.A. 


Neville Kemp, south-west area 
manager for Siviter Smith Lid 
at Bristol, was married recently to 
Jovee Gregory, of Birmingham 
The bridegroom is a member of 
Bristol and West Publicity Club 


Audience “Quizzed” 
On Ad. Reaction 


Mr. Leslie Feetham, service 
manager of the Robert Freeman 
Co., has twice recently given talks 
on “Modern Advertising 
Methods”—to a local community 
centre and to a discussion group 
After each talk he “quizzed” the 
audience and ascertained that: 

Clever, humorous advertise- 
ments appeal most and are best 
remembered. Use of colour 
most effective. 

Public definitely brand con- 
scious and respects manufac- 
turer's guarantee of quality. 

Great admiration for posters 
and display cards on the 
Underground—both walls and 
carriages. 

Most Government ads. not 
impressive—and in many cases 
a waste of public money 

Press and poster advertising 
has improved greatly over last 
10 years. 


British Transport Commission 
has published the second edition 
of Transport News, which 
describes in newspaper form 
recent developments in joint 
consultation machinery through- 
out the undertaking. 


ADVERTISING 
DIARY 
ny Pome Sreaxmw Con- 

Secc round 


res? e 
¥ Leicester Milton Hall, Deans- 
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wate 
PuBLICciTy Cabs ¢ 


Speaker L 
“Export Adverusing” 
March 


SHEFFIELD. 
tiedman on 


ADVERTISING Cus oF UXPORD 
bxtibinon of members’ work 


Pusicrry Civs oF Lemus 
Luncheon meeting. Speaker. James 
RK. Gregson 


. 3. 

Assocation oF Dispiay Pre 
ovcers. Annual ladics pigtt. Cafe 
Royal. Regent Street 

National Pusiic Speakine Con- 
rest. Pustecrry Cius or Leeps v 
Pususcrry Civcs oF NEWCASTLE 
Powoinys — 6 om 


in Advertisements 


y. A 
InstrruTe Gf Pustic Reiations 
Luncheon _ © Mr Donald 
McCullough on “Planning a Public 
Relations Policy.” 

MOORPORATED Sales Manacens® 
ASSOCIATION L 
Consaugm R 12.30 p.m. 
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Lotus shoes photographed at Fenwick 


leading 
FOOTWEAR advertisers 


are using 


WOMAN'S magazine 


GEORGE H. PHIPPS, Advertisement Manager 
LUTTERWORTH PERIODICALS LIMITED ~- 35 John Street - Bedford Row - London - W.C.I 
Telephone: CHAncery 6151-2 
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ADVERTISER'S WEEKLY 


PACKAGING 
Cartons, outers and display pieces made 
#9 order, in immaculate style and in the 
best traditions of Industrial Design — 
functionally and visually. 
WM. W. CLELAND LTD 


STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


poxeatt BRIDGE ROAD 


sy 
CTORIA-S.W.1. TEL. VIC 0912.3 


IT TERIEADINGS 


‘Without Steel Dies / 


[ POsTERs — 


& SHOWCARDS 
written or Silk Screened 


DHELP : 


PUBLI 

1, NEELD PARADE, WeMaLey 
Tel Wem 3366 and 2939 

Telegrams ; ‘ Publicity Wembley 


PUBLICITY MANAGER with 12 years 
experience handling national accounts 
for large manufacturing groups, 
cering, electrical and allied fields 
change Specialned knowledge 
ising, ability, flair for writing 
Box 893 Ad, Weekly 180 Fleet St BC4 


SEEKING A POST CARRYING 
RESPONSIBILITY 


the advertiser is ready to act in any of 
the following capacities 
(1) COPYWRITER or CONTACT 
on Accounts requiring specialised 
study, close supervision—-the more 
difficult the better 
Q) ADVERTISING MANAGER of 
public company 
0) AGENCY MANAGER 
Advertiser has had 25 years’ compre- 
top-level experience. including 
rs with a leading agency 
Box 857 
Advertiser's Weekly, 180 Fleet St., £.C.4 


PRACTICAL ADVERTISING MAN, \) 
’ pre-war and post-war agefcy and 
etperonce ideas, copy. preduc- 
tia requires parttime post 

Wembley Harrow Watford area 
Bow S88 Ad Weekly 180 Pleet Si ECS 


ANY OFFERS ? 


for a Figure and General Re- 
toucher who has been away from 
desk 16 months. 


10 years experience was considered 
first class 


Box 899 
Advertiser's Weekly, 180 Fleet St.. E.C4 


YOUNG MAN, some agency | gama 
socks post as junior copyw 
Box 846 Ad. Weekly 180 Fleet Ss BCS 


566 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


APPOINTMENTS WANTED 


TO MANUFACTURERS OF 
INDUSTRIAL and SCIENTIFIC 
PRODUCTS 
An advertising manager—con- 
sultant (London) offers exten- 
sive experience in all branches 
publicity; Press, print, tech 
nical photographic presenta- 
tion, display exhibitions, public 
relations. Backed by full pro- 
duction service Fee basis 

Fullest references given 
Write confidence to Con- 
sultant, c/o May & Curtis Lid., 
21 Bride Lane, Fleet Street 
London, E.CA4. 


IF YOU WANT AN ASSISTANT —youne 
m of W can help Has charee of 
office. used to responsibiliny and 
leh t work H out Good 
correspondem. can handle export docu 
ments, all office routine, etc. but secks 
Opportunity w specialise in advertising 
Produces catalogues caficts, layouts 
can do own finished line drawings and 
arry work through to printing Used 
to divect mail work 
leaflets illustrations 
ideas—and = the 
to put 
Weekly 
a RE ARTIST. Versavile 
In Colour, Airbrush, etc 
as free-lance, of 
ment considered 
Box 902 Ad. Weekly 


them 

180 Fleet St 

Pen and 
available 
permanent appoint 


180 Fleet St BC4 


PUBLICITY MANAGER 
(Engineering & Allied Trades) 
Desires change Ideas First-c'ass 
design and Typography Thoroughly 
conversant with prim to take 
publicity through all stages Extensive 
agency experience enab'ing compre 

hensive liaison with agents A 
tration and Organisation P 
Salary in region of £1,100 per 
Write 


ancum 


Box 900 
Advertiser's Weekly, 180 Fleet St., E.C4 


FREE LANCE SERVICES 


LOVABLE CHILDREN 
fi «.. for showcards. folders, press 
idea layout or with mine 
7 Eldon Place, Manningham 

Lane, Bradford, Yorks 


in colour 


wash 


Phone Western 4470 
for creative design 
humour, layout 
illustration, still life 
ALLAN-HIX STUDIOS 
28a Kensington Church St., W8 


WEST END AGENCY wishes to contact 
first-class free-lance fashion artists for 
Occasional commissions in line, line and 
wash and colour Preferably working 
in London 
Box 851 Ad 


Weekly 189 Pleet St BC4 


BUSINESS OPPORTUNITIES 


CAPITAL REQUIRED to beip in launch- 
ing new month’y magazine for nationa 
distribution. Sa'es are assured follow 
ing experimental testing Advertising 
revenue prospects exce lent Creat 
opportunity for person with £1,000 or 
£2,000 to invest interested in publishing 
tO actively participate in csablishing a 
first<lass periodical with a promising 
future 


Box 798 Ad. Weekly 180 Fleet St BCS 


A PUBLISHING HOUSE 


is in the market to purchase 
either outright or con- 
trolling interests in a 
financially sound Trade 
Journal. The Publication 
must have real reader 
interest plus the goodwill 
of Advertising Agencies. 
Particulars in strict con- 
fidence to: 


Box 830 
Advertiser's Weekly, 180 Fleet St., E.C.4 


CREATIVE FASHION ARTIST. 
Single, 1). Home or abroad 
Agency experience 
Box 869 Ad. Weekly 

KEEN YOUNG MAN, completed 
years comprehensive course 
specialised business training scheme 

P secks appointment 
Avanablie 


Male 
Studio 


180 Fleet St EC4 


w 
180 Fleet Se BCS 
FTARIAL ASSISTANT CONTACT 
Keen, efficient. seeks position 
is not dead end 
797 Ad Weekly 180 F 
TOO OLD AT 29 Keen 
young man, secks carcer in 3 
publicity Enagincering backar« 
Rox 897 Ad. Weckly 180 Fleet St 
SHORTHAND - TYPIST. Private 
retaries, Cler' 
urgent need comtact 
Bureau, Excet House, Whitcomb Street 
we. Whitehall 924 We 
specialise in efficient personne! 
TALENTED and attractive young 
d with a flair for fashion 
desiening secks 
of scope for 
nm magarin 
Ts* Ad Weekly 180 Fleet St £c4 
ASSISTANT ADVERTISING MANA- 
GER, aged 0. with Engineering group 
secks London appoimtment xpenienced 
press advertising ampaign 
neral administration 
Ad Weekly 180 Fleet Si PC4 
AM NEARLY 27, singic. have all-round 
knowledge of blocks printing 
processes, etc and will make mysc/f 
an asset to a Commercial Firm or 
Agency giving scope for initiative and 
enthusiasm. Free immediately Please 


leet St EC4 


enthusiastic 


lady 

draw 
with 
with 


position 
rscement 


Ad. Weekly 180 Fleet St ECS 
PROVINCIAL SPACE SALESMA™, 
evce'lem selling record, age 4. residem 
Birmingham, is free to represent estab 
lwshed publication 


Box 894 Ad. Weekly 180 Picet St BC4 


AN OPPORTUNITY occurs for 
small but enterprising 
tw secure the services of 
copywriter-ideas man (national 
technical) im return for a financial 
imeres, business resulting from 
efforts 
Box 8°8 Ad. Weekly 180 Fleet St 


some 


EC4 


SHOW CAPDS, CUT-OUTS, 


Book Jackets. Advertising 
ox., by phow-4itho or 
(own photo-litho process pliant) 

CARILLON PRESS LTD. 

Colour Printers. Bournemouth 

Telephone: Boscombe 36835 

London Office sw 
"Phone 


Fine 


147 Victoria St 
Vittoria 0663/4 


‘OR PHOTOGRAPHY its aspects 
call in Fratonc Giam Enlargements 
and Murals a speciality 133 
Street. Islington Canonbury 2 
— rORSHIP ay 
ertising Agen 
abic to f 


stlable 


mr mestrative 
present sole 
mem £500 
Box && Ad 


responsiPilitices with 
working director Invest- 
Weekly 


180 Fleet St ECS 


SPACE SELLER 
with own 
conmnecuon 
sales will 
terms, any 
: of publicity requiring specialised 
All offers considered, Write 
International, 197 Temple Chambers 

Ec 4 


Representative 
first-class agency 
guaranteed space 
on mmission 


venst cl ASS AG ENT required to 
arnett's New 
of County Maps 

Barnett's Map 
Temple Avenuc, Beaconiree 


(SEVen Kings 7731) 


Makers, 19 
Heath, Exsex 


| 


PRINTERS in the N.W. London area 
afe Open to undertake the —— | of 
a weekly journal 
to about 15,000 
wishing to place such a contract apply 

816 Ad. Weekly 180 Plee: St BC4 

PUBLIC RELATIONS and Publicity 
experienced practitioner —_ to 
co-operate with Advertising Age 
Box 865 Ad. Weekly 180 Ficet ECa 


PHOTOGRAPHIC 
CUT-OUTS 
FOR THE B.I.F. 
PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


TO SMALL AGENCY OWNERS. Do 
you require a locum tenens?. Have 
you been ordered t take a rest by 
your doctor or feel the need of a jong 
holiday? Are you reloctam to do so 
because you have no one w take your 
place? The Advertiser is a competent 
enerectic man with many years’ experi- 

in efficient office management 

comact, and has a sound know- 

of the techtical and productive 

¢ of agency routine. Would uncon- 

ditionally take ful responsibility 
Contact 

Box 756 Ad. Weekly 180 Fleet St BC4 


IDEAS ; COPY 
with furnished office, W.4., telephone, 
typist and production facilities would 
hike to hear from experienced advertis- 
ing man with contacts, an account or 
two, or sufficient business to warrant 
starting an agency, Genuine inquiries. 


ass 
Advertiser's Weekly, 180 Fleet St., E.C.4 


RELIABLE © PRINTERS 
small weekly publication 
details 
Box 799 Ad. Weekly 180 Pileet St BC4 

CRACKERJACK free-lance team, low 
rates for booklets, press advertisements. 
leaflets, posters, etc 
Box 891 Ad. Weckly 180 Fleet St BC4 


ACCOMMODATION 


~ LET.-Two rooms on second floor of 
ity Building: approximate size 23 ft 
(tapering) and 17 ft. by 7 ft 
and convenient 
Weekly 180 Fleet St BC4 
COMMERCIAL DESIGNER offers to 
share Studio Every convemence 
Haymarket, 8S. W.1 Reasonable rental 
suitable for Free-lance—some work 
if desired 
Ad Weekly 180 Fleet St BC4 
ROOM and/or space 
for freelance artists 
facilities at 
836 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


CLEAR OUT!!! 
OLD PRINTING BLOCKS 
WE BUY NON-FERROUS 
SCRAP METAL 


PARKER: 83 TINWORTH HOUSE 
VAUXHALL WALK, LONDON, S.E.11 


required for 
Write for 


FORDIGRAPH 
Reproducing Machine 
Practical. simple and 
short-run duplicating 
reasonabic price 
Box 892 Ad. Weekly 180 Fleet St BC4 


Spirit Process Rotary 
for sae The 
clean method of 
Almost new, Very 


See March 16 issue of Adver- 
tiser's Weekly pages 512 and 513 
for the Advertising Services & 
Supplies Section. April 13 
will be the next issue containing 
these services. 
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Marcu 23, 1950 $67 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


SCOTT-TURNER & ASSOCIATES LTD., 


fequire another arust for their studio APPOINTMENTS VACANT 3s. ey tine. APPOINTMENTS WANTED | 

Must be good leticrer, layout an eae se Display panel Ms. per inch. A other ciaediications bs. 64. per line © WEST END ADVERTISING 
advantage but oot cusential Write Diepiay panel 4. per inch. Misimem three Hees. Each fine comsicty of average of 

giving details of experience and salary 24 letters, ignoring space. Box sumber counts as ome line and ik to be paid for. AGENCY REQUIRES 
required to 17/18 Dover Street Additional fee of 9d. is charged for axe of Box Office. Series discounts: 2)% on 7 

London. W.i iesertions, 54, of 13, 10%, om 26, 15% om 52. AB advertisements for lew than 


YOUNG MAN, some cxpencnce pub 
lishing and typing preferred, wanted 
for copywriting and other duties by 
leading publishers } 
Box 852 Ad. Weekly 180 Pieet St BC4 


. seven 
| teeertions MUST BE corae, Address: “Advertiver’s Weekly.” 186 Fleet Street, 1 EXPERIENCED 
London. 4. . 


GENERAL ARTIST 
with a flare for figure work able 

to produce work many techn que 
ASSISTANT ADVERTISE™ YOUNG KEEN ASSISTANT required 


| GER rea ei}-k nO rs Pp De of London | 
WANTED by -— A. -._ ee mm | en || 2. «=o FIRST CLASS 


Mus be able to act on own 


Fe 
| 
E 


| . P ‘ ‘ | 
coon wh goed apecpestiing ‘record. | Wrne Gouna age. enbetone cae caers | LETTERING 
LARGE i Particulars of a and cauperichce. wo | required to | ARTIST 
| strict_confidenc _ | _ Box 863 Ad Weekly 180 Fleet St BCs 
PRINTING COMBINE Bor 714 Ad. Weekly 190 Fleet St BC¢ | SONROR wenied for house paareal ot must be capable of producing 
large cngipecting concern sear Man- work io varved styles 
ca re) u R ——~ - euaincering _—@ - = 
cuential, but applicam must be able 
ARTHUR S DIXON to handle entire en production, and 3. FIRST CLASS 
. 


ABLE AND ARTISTIC amie Tae ee oe LAYOUT MAN 


Box 8°) Ad Weekly 180 Fleet St BC4 


with ideas for orem ge 
ments, booklets, teaflers, 
PRINTI NG require immediately versatile EXPERIENCED Knowledge of doure po 
MANAGERS ARTIST SECRETARY T 


ith ADVERTISING PRODUCTION DIRECTOR “ 
Must have thorough prefeeaity with egumy REGent 259/ 9 
se aed pres SHORTHAND TYPIST Ady ertmang 
: Ady 
book work. Write giving age, experience REQUIRED BY Agents, Wes Cemrai Dimrict, require 
n Shorthand Typist. koowledse of Pro 
w - ivi and salary required the Managing Director duction Work desirable. Reply stating 
rite stating age and giving en of important Netional age, salary and experience to , 
229 HIGH HOLBORN Box 872 Ad. Weekly 180 Pieet St BCS ‘ 
full particulars to » Ww. Advertiser. Good Salary a 
commensurate with ADVERTISING MANAGER ceasic t 
Box 685 ARTUST. Here is an opporwaly for a ability and experience inma)0 ss iret-class)=—s nationally ad: crtised 
Advertiser's Weekly, 180 Fleet St., E.C.4 young. single, ambitious artist who is Excellent prospects pam eS. ,  -, -R. Bo 
abte to work imciligently from detailed - - id 
- o Box rn Advertixing and Sales Promotion. in- ’ q 
CIRCULATION MAN wanted, to handle yy ,- we Ne * * cluding packaging, preferably im the i 
distribution and promotion of weekly lettering This vacancy occurs as « Advertiser's Weekly, 160 Fleet S¢., E.C.4 aummodity Betd Position offers good / 
newspapcr Own car an advamage result’ of expansion The work is salety end cxcelient prospects tate 
Experience essential Position requires under ideal conditions and sccom- AMBITIOUS YOUNG MAN required for age and ecapenence " 
hard work and initiative modation is available in Company's Production Department Very good Bos. 874 Ad. Weekly 180 Fleet St BCS 
Box 755 Ad. Weekly 180 Fieet St BC4 own Hotel. Write in first instance opening for a person who i» keen and AMERICAN PUBLISHING HOUSE | } 
OLTDOOR ADVERTISING CON. stating age, where trained, pow held emhusiastic to progress with expanding requires for their London Office two | 
TRACTORS require cnerectic and keen to dite and enclose ome spec men of London Agency Write stating sec space salesmen Apply with full par- b 
young man of personabic appearance figure, footwear and ieticring, which seperense and salary required ticulars . 
and initiauve, experienced in negotiating will be returned. Galary according two Box 844 Ad. Weekly 180 Fleet St BC4 Box 866 Ad. Weekly 180 Fieet S BC4 
for sites, and abie to assist with admin age and experience Apply wo Staff 
istrative and general office procedure Manager. The British Bata Shoe Co 
shorthand and typing would be an Lid. East Tilbury. Essex 


ey Full details in confidence ONE GOOD LETTERING ARTIST acd 
Box 2 Ad. Weekly 180 Fleet St BC4 one retouching artist required Call 
or Phone, Spice Photos. 4/7 Red Lion 
. Phone 


rt 
_ CENtral 1368/9 ARTISTS 
med COMMERCIAL ARTIST ed il = 4,93 
Im iate established London Stadio "Good 
all-round man but lettering pot 


Vacancy qmvential Adder Arts Limited ft tote TOP FLIGHT VISUALISER 


ad, 
W.Cl. Phone: HOLborn 4673 


FIRST CLASS Benatiened TOP FLIGHT FURNITURE MAN 


REPRESENTATIVE SCRAPERBOARD AND ABLE TO WORK IN ALL MEDIUMS 
ie stnaieiadn aaa TOP FLIGHT LETTERER 


‘ Te ae SN 


GILCHRIST STUDIOS LTD. : 
OUTDOOR 329 High Holborn, London, W.C.1 West End Agency are seeking the above artists. They 
Phone: Holborn 048! 
ADVERTISING should have had a complete experience in their own 
CINE CAMEMA OPERATOR required 
7 & large engincering firm in Bast particular field either in front rank studio or agency. 
idiands city mbarking on & ore 
SITES FOR WELL KNOWN sramme of jub-atandard Nnduatral tum The standard of work required is extremely high, for 
making Mao preicrre wit on a 
COMPANY dl “outing. ‘ odin. tine “ National accounts. We can offer an outstanding salary, 
Stem films will be made for sound 
. tracks to be dubbed lat I ideal conditions, interesting work and the usual 5 
Write stating qualifications work with goed prospects lot the soaie . . 
cam who can show us some successful day week. 
Box D.H. 877 ae in the first = pee period of 
r enc Ll rr mr 
Advertiser's Weekly, 180 Fleet St., €.C.4 Box #3) Ad. Weekly 180 Fleet St BCs 


We are also interested in seeing any artist who is 
first class although he might not be in the above 


with details of experience, salary, age, 
ete 


WANTED. Young man (aged 21-24) EXPERIENCED SUB-EDITOR for news 
Re 


with no service commitments, for adver Magazine covering tobacco trade category. 
ting department in London Office of porting, subbing and lsyout Must be 
weekly wade sewspaper Some adver fast and accurate Shorthand ncces- D 
Using experience an advantage but not sary State salary required App! onfidenc the Managin, urector 
cwential. Applications in first instance Bor 876 Ad. Weekly 180 Pleet St BC4 yine e to ene 
to DISTRICT REPORTER required = for 
Box 817 Ad. Weekly 180 Fleet St BC4 North Wales Weekly. An excellent Box 686 
JUNTOR ARTIST, 1617. shortly re opening with goad prospects for a 
quired by West London Packaging firm. | competent News man, on a rapildy Advertiser's Weekly, 180 Fleet Street, London, E.C.4 
State age, taining and experience. | aoa ng Newspaper Full details to 
S-day week Canteen m= 854 Ad. Weekly 180 Fleet St BC 4 taff 4 men 
__Box_ 573 Ad Weekly 180 Fleet St EC4 | GOPYWRETER required for Fashion Mail Seal already know of this advertics as 
OPPORTUNITY occurs in Wee End Order Retail House for catalogue 
Agency for Voucher Clerk Good writing and general mail order corres 
position for thoroughly qualified Man pondence Postion i one which 
Write with full particulars, experience commands good salary to — < with 
and salary required to initiative and sound comunc 
Box 870 Ad. Weekly 180 Fleet St BC4 Box 875 Ad. Weekly 180 Fleet SM h BCA 
’ 
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CLASSIFIED ADVERTISEMENTS | 


COUNTY BOROUGH OF 
BLACKPOOL 


APPOINTMENT OF 
DESIGN ASSISTANT 


(ARTISTIC) 


Applications are invited for 
the superannuable appoint- 
ment of a Design Assistant 
(A.P.T.V1) (£595 x £20/£25- 
£660) in the Electrical Ser- 
vices Department, to assist in 
the designing, planning and 
preparation of schemes for 
the Autumn Illuminations, 

The candidate should have 
experience in the designing of 
large scale displays and in 
lighting technique, and be 
capable of executing designs 
from rough visuals. 

Applications giving particu- 
lars of age, present position, 
qualifications and experience, 
and including the names and 
addresses of two Referees, to 
be forwarded to the Ilumina- 
tions and Street Lighting 
Officer, Electrical Services 
Dept., Rigby Road, Blackpool, 
to reach him on or before 
March 31, 1950 

Canvassing of or the submis- 
sion of the names of members 
of the Council as Referees wil! 
disqualify candidates. 


Trevor T. Jones, 
Town Clerk 


EDITORIAL ASSISTANT 


required for 
well-known business journal Varied 


APPOINTMENTS VACANT 


YOUNG MAN required for Saies Office 
N.E. London Engincers Mus have 
Sales Office Routine experience. Pro- 

with Boouws Scheme 


. 
Bon 899 Ad Weekly 180 Pleet S& BC4 
ADVERTISEMENT REPRESENTATIVE. 
A vacancy with good prowpects exists 
for a young man with capecrience of 
space selling in Technical publications 
and. if posible, with sadminisirative 
abitinty Good education, drive and 
ambition esential Write, giving details 
of experience to 
Box 769 Ad. Weekly 180 FPieet St BC4 
EXPERT SPACE SALESMAN required 
fomball programmes and sporting 
Men of proved ability 
vy for the right man 
Write full particulars to Sports Pubti- 
cations, 46 Wathrd Way London, 
N 4. or Phone HENdon 1914 
COPYWRITER VISUALISER wanted by 
large Travel organsation. Most inter- 
esting and varied work. Advertisements 
folders and booklets, infinite scope 
Send specimen rough and copy which 
will be returned, together with details 
experience and wf required w 
Publicity Manager. Thos ook A Son 
Lid.. Berkeley Street oodon wi 


c. D. NOTLEY 
require 
2 
TYPOGRAPHERS 
Cull, write or phone 


THE STUDIO MANAGER 
Cc. D. NOTLEY ADVERTISING 


MANAGER 
required for 
WINDOW DISPLAY 
DEPARTMENT 
of prominent 
London manufacturer 


Experience essential 
Permanency and good 
salary for the right 
person. Write 


clo KINGSCOTT LTD. 
62 Fleet Street, E.C.4 


THAND | TYPIST required in 
Advertising Agency Good prospects 
Write stating cxpericnce and salary 
required to Koox & Hardy Lid, 24 
Tudor Street, E.C.4 
NATIONAL DAILY_ (London) 
junior sports sub; office experience, ali 
and able wo 

etc 


Box 589 Ad. Weekly 180 Fleet St BC4 


Deo You Know FURNITURE DESIGNING 
A first-class designer will be offered 
exceptional facilities with London firm 
manufacturers of Dining Room 
Furniture to put his own ideas into 
practice, at & remuneration high 
enough to keep him happy. 
Wf you think you are this man, write 


wants 


help with racing 


L —_ ATORIES 

oad —— 

cam for — ae sun. 

graph operator Apply 
Adverusing Manager 

COPYWRITER, zc 30 40 

advertising departmem of 

London Machine Tool 

makers Must heave engineering back 

ground and able to write sales copy 

Full details, experience and salary w 

Box 790 Ad. Weekly 180 Fleet St BC4 


LTD., 
have 


ro A wo 


ADVERTISING 
MANAGER 
VACANCY 


Poly Tours are prepared to 
engage now, with a view to 
becoming Advertising Mana- 
ger, an experienced man or 
woman of 3) to 35, whose 
qualifications and experience 
fit him or her to take charge 
of a department responsible 
for the production and print- 
ing of the famous Poly Pro- 
gramme, leaflets and other 
printed material. Applicants 
should have a knowledge of 
Direct Mail, Circularising pro- 
cedure and Sales Letter writing, 
and would be required to con- 
tact the Advertising Agency 
on all aspects of publicity. A 
good knowledge of printing is 
absolutely essential to the job. 
As a first step, write a letter 
giving full details of experi- 


Box 647 
Advertiser's Weekly, 180 Fleet St., £.C4 


job with interesting qoutes for man 
with news seme and writing ability 
Pull particulars of age, experience, ctc 
in strictest confidence to 
Box 555 Ad. Weekly 180 Pieet St EC4 
ca TYPIST. Woman abour 40 
experience Small City 
Saturdays. Hours 9‘ 
vouchers typing invowes 
despatching copy, card index, one book 
Pleasant permancm job for one 
capable of accurate detail 


ence and salary required to 


MR. R. R. MAY 
POLYTECHNIC TOURING 
ASSOCIATION LIMITED 

73-11 OXFORD STREET, W.! 


40 HERTFORD STREET ASSISTANT ADVERTISING | MANA- 
eguired by Normh London firm 
quanutnctariog Production power twols. 
Must be young. energetic 
some previous cxperficnce in 
duction of catalogues, leaficts and show- 
stands © position will provide a 
g00d opportunity for the right man 
to develop a new de . Some 
enginecting knowledge an advantage ; ‘ 
Applicants must give full details of REID WALKER ADVERTISING LTD., 
education, experience, age and salary require a creative layout man, with at 
required Write least three years Agency ctperience 
Box 881 Ad. Weekly 180 Fleet St BC4 capabie of aking — — to ae 
; layout stage poly tsbury uare 
EDITORIAL ASSISTANT. Young man House, Fleet Strect. EC 4, or "phone 
with knowledge CENtral 8347 
experience im ; 
interesting position PRODUCTION. i 
editor of well-known London packag- required for fast growing agency, Speed 
ing publication His immediate task accuracy esscntial Drive more 
will be the getting of first-hand infor- than experience Write . 
mation on technical developments and General Manager. Auger 
presenting them in clear, readable : Lid... 40 Gerrard Street, wi 
form; and the maintenance of close GERrard 6671 
personal contacts within the industry INTELLIGENT FEMALE JUNIOR re 


A knowledge of editorial work would | quired in Publicity Office of well-known 
RE UIRE 3 FIRST CLASS be an advantage w | eMginecring firm Applicants must be 
- scope to the right | well educated and keen on a publicity 

| ulumately lead to a responsibic | 


TEL. GROSVENOR 8911 


YOUNG MAN for busy publishers office 
t take charge of copy and make-up 
of group of wade journals birst-class 
Box 751 Ad. Weekly 180 Fleet St BC4 opportunity for one with initiative two 

ATTRACTIVE YOUNG LADY required thoroughly learn the publishing business 
for voucher department of advertising and tain as 4& space salesman A 

Victoria district Say week knowledge of types and layout would 

Expericne desirable but be an advantage but keenness and 

Write stating age and enthusiasm essential Write fully 
Jono Trundell A Partners Lid.. Temple 
Chambers, Temple Avenuc, E.C4 


ewential 
euperience 


Box 861 Ad Weekly 180 Fleet St BC4 Young production man 


career. Write giving full details stating 
editorial position 


salary required to 
Box 860 Ad. Weekly 180 Fleet St ECs | Bor 809 Ad Weekly 180 Fleet St BCS 


This agency, and 
Technical accounts, is expanding its 
finished artwork studio. Excellent 
opportunity for a retoucher — lettering 


artist and two “‘all rounders.’’ 


handling National 


DUDLEY TURNER & VINCENT LTD 


Incorporated Practitioners in Advertising 


Vacancies exist with excellent prospects 
for two first-class artists 


1 Experienced General 
Artist for Still Life, 
Scraper, Line and Wash, 
Some lettering ability 
desirable. 


2 Lettering Artist for 
high-class Studio work. 
Should have en 
knowledge of typograp 
Still life an advantage. 


Apply Studio Manager for appointment. Temple Bar 62) 


Apply to 
CREATIVE DIRECTOR, CRANE PUBLICITY LTD. 
5-9 QUALITY COURT - CHANCERY LANE - LONDON, W.C.2 


4 es 
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Marcu 23, 1950 


POINTMENTS VACANT 


GROUP OF ENGINEZRING — 
PANIES, with ofkes in Lonso 
N.W.10 requires an ASSISI AN 


(maic? aec aor cChcceUiny 
ts ADVERTISING DE PARTMENT. 
Essential qualificauons, an cnginesring 


bacaground and 
micresiing technkal copy 
capericnce Of dcsaen, ‘ym 

grapoy and producuen of press adver 
UseM@ecals afd printed maticr gencraiy 
eduwation to Higher Certificate standard 
a lcast. Pension Scheme necessitating 


Medical cxanunavon Mate full details 
oft capenence age olucation when 
free and salary required Enc ose 
copies only of tesumomais No spect 
mens of work at this stag 

Box 878 Ad. Weekly 180 Fleet St BC4 

COMPOSITORS wanted LS 

Periodical house Weatherby A Sons 


is? Campden H Road, W 
ADVERTISEMENT MANAGER required 
© comwrol group of National Maga 


anes Only man with first-class 
Qualifications considered. Remuncravon 
wit be commensurate with ability 


Box 107, c/o George Murray (Adver 
Using) Lid., 184 Strand, london, W.C.2 

age 0/40 
departmen of 
Machine Too! 
epe@inecring back- 
ground and abic write sales copy 
Full details, experience 
Box 887 Ad. Weekly 180 Fleet St EC4 


HE’S BEEN AROUND... 
in business and journalism 
long enough to know some- 
thing about selling and mar- 
keting and can write lucid, 
intelligent editorial material 
about both 

HE SHOULD KNOW... 
his way about Fleet Street 
and have a flair for Public 
Relations and the ability to 
translate this flair into action. 

WITH THESE QUALIFI- 

CATIONS... 
plus a good organising and 
administrative mind, an un- 
impeachable record and aged 
between 25 and 35, he can 
apply for a position as assis- 
tant to a departmental man- 
ager in a leading advertising 
agency, giving, in confidence, 
full details of his experience, 
together with copies of refer- 
ences and other relevant 
information to 


Box 283 
Advertiser's Weekly, 160 Fleet St., E.C.4 


RETOUCHER 


WwW, ROWNTREE 


Deparument Store 


& SONS LID., 
Scarborough, require 


a Manager (man of woman) for their 
Advertising Depariment © work under 
the cxecuuve oowol he Pub 
Managcr Applicants sould = =6have 
expenence ' first-rate oe t 
fashion and furnishing Accomplhissed 
and imaginative copyw a" 
thorough knowledge o Mail and 
gencral store scveriming arc cucnte 
qualifications Details of experience 
specimens of copy and salary requ red 
to I Gibson (Dire 31-3 
W estbx igh, Scarborough 

YOUNG “PUBLICITY MAN 
gressive Engincering W orks 
Ww. Drafung layouts and coor 
essential Commencing 
annum Write Messrs. Hills (Patents) 
Lid Hills Houwe Chemes Mews 
louenham Coun Road London, 
wel 

YOUNG LAD requred as junior in 
checking depariment Write stating 


age, experience and salary required to 

Box 903 Ad. Weekly 180 Fleet Si BC4 
required by group of 
ut uons Permanem 


d 
commission, and bonw 
age and experience 

Box 895 Ad. Weekly 180 Fleet St BC4 


Write staung 


CLASSIFIED ADVERTISEMENTS 


EXPERIENCED 
Cinema Advertising 
REPRESENTATIVE 


An ideal opportunity exists 
for an ambitious man capable 
and desirous of earning a four 
figure income. This Position 
requires high level and per 
sistent salesmanship with very 
little — if any travelling. 
Existing contacts available but 
own desirable. 

Remuneration by salary, com- 
mission and expenses with 
liberal drawing account after 
fixed period. Excellent pros 
pects with ultimate Director- 
ship of National Sales. Write 
for interview giving fullest 
details in confidence to 


Managing Director 


REGENT FILM CORPORATION LTD., 
National House, 60 66 Wardour &. W.t 


SPACE SALESMAN for 
Directory Publishers 


Permancnt 
Pposiuon 


Box 909 Ad Weekly 180 Fleet S& BC4 
GOOD COMPANY Old - extablisned 
Technical Weekly requires space sales- 
Mw experienced man 


man. Opportunity 
progressive sales tcam of 
auon Good 
contacts escniia Salary according to 
ability Send details age, experience, 


et ’ 
Box 906 Ad. Weekly 180 Pleet St BC4 


WANTED URGENTLY. 
with established 
booksclicrs and sta 
t© carry extra lines 
and progressive firm 
basis 
Box 98 Ad Weekly 180 Fleet St BCs 

ADVERTISING 
requires a Productio Man (Space) 
Must have ability to handle job with al 
confidence. Exceliem salary and good 
prospects for capenenced man Write 
fully age experience and salary 


in London 
old-establianed 
Commission 


Box 907 Ad. Weekly 180 Fleet St BC4 
JUNIOR PRODUCTION 
required for 


ASSISTANT 
iverusing ' 
neces<ary 


Saward. Baker 


well-known 
arca Hers, Bucks 
Initial salary about 1400 
progresaiye 


Representative 
CONNECTS among 


TRADS AND TECHNICAL 


PURSTCLASS LETTERING ond Layou 


Arum reguired. with sound adverusing 
Agency experience cescntal 
Excellent opportunity for the right maa 
Full dewils to John Halifax Le 
Advertmng, Greyfriars, Leicester 


CHECKING DEPARTMENT of Loodon 


Agency requires young astistant with 
some capercnce Write giving par 
eulat Of a@g€, cuperience and salary 


Box 862 Ad Weekly 180 Pieet Si BC4 
PRESS 
~rcelist wanted urgently to produce 
as editor an established cxternal howe 
masasine of well-inown commercial 
vemcle ~manufacturers Duties include 
responsifiny for make-up Automobilc 
etginectring knowledge 801 ceeential 
though preferred Write fully stating 
age experience, quatlific os salary 
required and when avaiiat 
Box 905 Ad. Weekly 180 Pleet St BCS 


OPPORTUNITY 
for a first class 


LAYOUT ARTIST 


You are already in a job— 
but don't let that deter you. 
This might be a better one 
for you. Write and tell us 
your capabilities and the 
type of work you're 

at. State the salary you 
would want. 

Your letter will be treated 
in strict confidence, and a 
reply will come to you at 
once, 

Don't wait—write now. 
This is a fine job for some- 
one; for you? Our staff 
know of this vacancy. 


Box 880 
Advertiser's Weekly, 180 Fleet S¢., £.C-4 


HAVE YOU A FLAIR? 


Two 


FIRST CLASS EXPERIENCED ARTISTS 


required by Studio handing navona! 


accounts. Letering, General and Re 
touching. Good opening in cxpanding 
business 


Box 760 Ad Weekly 180 Fleer St BC4 


COMMERCIAL STUDIO wishes to com 


tact first-class free-lance figure artists 
for story ilustwration and national 
advertising willing to work at home 
Retainer, Phone Mr. Hough at PAD 
410% 

Vacancy cxiets 


for a young lady. aged 21 who cao 
take charec in Advertiong ote 
Shorthand _ Typing cwential Writ 
giving full particulars t& 


Box 884 Ad Weekly 180 Fice: St BC4 
ay yn REPRESENTATIVE. Vacancy 
young man secking the best train 
ing the hard way slling local traders 
with established media Fu training 
given and good prospects afterwards 
Salary commission and cxpenses 
Rox 910 Ad Weekly 180 Pleet St BC4 


258 Westminster 


DERRICKS 
require a 
Man of ideas 
Copywriter of imagination with practical advertising 
experience, able to wield a pencil with sufficient 
dexterity to present his ideas. 
details of experience and salary required. 


PAUL E. DERRICK ADVERTISING AGENCY LTD. 
Bridge Rood, 


Write giving 


London, S.E.! 


ADVERTISER'S WEEKLY 


PPOINTMENTS VACANT 


GENERAL ARTIST, capedlic of good. 
class) «(lettering required for London 
Studio Write stating cupericnce and 


salary foquired 
Bon 750 Ad Weekly 180 Pleet St BCs 


EXPERIENCED SPACK SALESMEN 


required for Goud local 
throughout Great Britain. Good salary 
oOmRmEten sad banus Phome tor 
appoimimem De Sola Con A Co. Lad 
AMB 1491 


Medium 


LAYOUT AND LETTERING ARTIST 


(agency trained) for natiomal and tech 
nkal accounts in Wen 
Creative ability will mot be at. a tom 
but the tcamepirh & cmental Ful 


details tw Arm Manager 
Rox 91 Ad Weekly 180 Pleer % BCs 
ARTIST, Creative general ambitious 


(could be young), required by Adwer 
tsing Agency First-class opportunity 
Ring MAY air 4955 
ADVERTISEMENT SPACE 
SALESMEN required for Prowneces and 
Home Counties. to carry two Nations! 
Pubiicatons Salary. comminsion « 
Write for eopetatment giving 
wf cuperience, ctc t 
Ad Weekly tao Fleet S BC« 


SILK SCREEN MAN, fully experienced 


good and lasting position Loadon 


o 
Row 79) Ad. Weekly 180 Fleet S& BCS 


Oe NCED COPYWRITER VISL. 


SER required for capanding Studio 
np artists also required Write 
wating experience and salary required 
A. Studios, $92)4 Grays Ion 

‘ 


JUNIOR DIGEST 


With the removal of B.O.T. import 
restrictions on periodicals junior Digest 
(94. monthly), the international Teen- 
age Magazine with «a world wide 
subscription list, can now be sold at all 
Newsagents and Bookstalls throughout 
Britain and the printing order has been 
increased this month from (5,000 to 
20.000 copies pending the preperation of 
a campaign to promote circulation on & 
large scale 
Present advertisement rates of (10 per 
page will not be increased until sales 
exceed 25.000 copies. 
The publishers will shortly introduce 
new attractive editorial § features, 
articles on teen-age interests, activities, 
sports, hobbies, careers, etc. and are 
open to consider offers tor (|!) adverts 
epr con on 8 oo 
QQ) circulation representation 
and (3) editorial features, stories, 
articles, etc. etc 


Please write to ; 


JUNIOR DIGEST 
BASIL CLANCY LTO. 
Publishers also of 
THE TEEN-AGE TIMES 
33 Bachelor's Walk, Dublin 


SPCRETARY 


EAPERIENCED 


SHORTHAND / TYPIST required, ebic to 


me 6OWO 6(iMitialive; some secretarial 
Write for appointment, giving 


full particulars of agc, cuperience and 


Box 914 Ad. Weekly 180 Pleet S& DCS 
YOUNG MAN, able w design and make 
up modcle-enginecring subjecte—for 
Publicity Depariment Apply to the 
RKRenold and Coventry Chain Co., Lad., 
28 Deansgate Manchester 5, giving 
age. experience and wages required 


SPARE TIME WORK available tor 
Aret usd w high<class Showeard 
Deugn Austral Press Lid 4 Mar 
aaret Strect, Wl. Phome: LAN 4° 


OL TDOOR ADVERTISING AST ANT 


weeny required; West End Agency 
Must be fully cxpernenced, wed to 
imepecting and booking sites. cager w 
mibility, and able to wake 
contro’ f small schemes 
Box 94 Ad. Weekly 180 Pleet St BLS 
required by Advertising 
Manager of Car Manufacturing Com 
pany Wen End office Sur mid 
Apri General knowledge of adver- 
ing an advantage 
Rox #96 Ad Weekly 180 Pieet St BCs 
CIFRK required by 
ertising Agemy in Strand. + keep 
rate cards, statistical information. com 
petitive data. ct Write stetinge age 
experience and salary required to 
Box 913 Ad Weekly 180 Fleet & BCs 


(Continued on page 566) 
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ADVERTISER'S WEEKLY 


Advertiser's 


WHEREVER IN THE WORLD men and women 
feel curiosity, or something more than curiosity, in 
the British way of life The Times Weekly Edilion is an 
unfailing source of information and interest. It is 
The Times in cross-section, presenting a selective and 
compact version, generously illustrated with news 
photographs, of the contents of the daily issues. 9 
out of every 10 copies sold go abroad, reaching almost 
every part of the habitable globe. For subscribers in 
the Dominions and the Colonies, throughout the North 
American continent, in South America, in the Middle 
East, in West and East Africa, in South Africa, and all 
over Asia The Times Weekly Edition serves, in a pre-emin- 


ent degree, the purposes of a British showroom abroad. 


THE XAAx TIMES 


AND ITS COMPANION 
PUBLICATIONS 


LITERARY SUPPLEMENT 
Every Friday 


EDUCATIONAL SUPPLEMENT 
Every Friday 


THE TIMES BY AIR 
Daily 


WEEKLY EDITION 
Every Wednesday 


REVIEW OF INDUSTRY 
First Wednesday of Every Month 


THE TIMES SURVEYS 


Occasional Publications on 
Matters of National Interest 


TuursDay, Marca 23, 1950 


D. a copy 
40/- a year 
Post free 


(45/-overseas) 


STOP PRESS 


DONCASTER, LEYTON 
AMEND OUTDOOR 
AD. PROPOSALS 


Following negotiations 
between outdoor advert 
industry and Doncaster 
Leyion Corporations latter have 
underiaken to amend clauses in 
Private Bills now before Parlia- 
ment to exclude all reference to 
advertisements within Control 
of Advertisements Regulations. 

Taerefore joint petitions of 
British Poster Advertising Asso- 
ciation, Electrical Sign anu- 
facturers Association and 
Master Sign Makers Associa- 
tion have been withdrawn. 


“EAGLE” TO APPEAR 
NEXT MONTH 


“Eagle,” new Hulton boys’ 
weekly, will appear next month. 
Size as for Bm. =, 
colour ads. available, rate 
a page. 

GAS BOARD 2 YEARS’ 

CAMPAIGN BEGINS 

Campaign appearing this 
weea ivr Norta tnamcs, 5.2. 
and Eastern Gas Boards is first 
or series covering next 2-3 
years, on cooxing, water heat- 
ing, refrigeration, laundry and 
neating. Agen, A. N. Holden 
& Co. Cooser campaign to run 
six months in Greater London, 
S.E. England. Background of 
series will be 1l6-shees posters, 
using also Underground, bus 
streamers, filmiets, vheatre pro- 
grammes, I London evenings. 


USED BUSINESS NAME 
WITHOUT PERMISSION 


James Robertson Paterson, 28 
Coram Street, W.C.1, fined £210 
at Clerkenwell, Tuesday, 
carrying on business under 
name, registration of which had 
been retused by Registrar * 


might conflict 

business of same name. 
Between August 1949 and 

January 1950 Paterson carried 

on Adco ciety, ae an adver- 

tising business e said he was 

formerly in business 


(fertilisers), 
sion to use the name. In Janu- 
7 he was told permission 


Defendant complained that ee 


Adco Ltd., delay in answering 
his inquiry. 


Civil Estimates 1950-51 for 
Festival of Britain show 
£368,000 for publicity. 


Published by the ioe BUSINESS PUBLICATIONS, Led. at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 6844.) 


Princed in England by Staples Press 


Limited at their Great Ticchfield Street, London, 
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